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9  American  Can  Company  ads  reach 
more  than  450,000 instructors  and  home 
economists.  These  advertisements  con¬ 
tain  important  canncd-food-facts,  and 
offer  interesting  educational  literature 
in  the  form  of  hooks,  leaflets,  and  can¬ 
ned  food  lesson  plans.  Through  the  in¬ 
structors,  and  the  students  themselves, 
Canco  educates  future  housewives  and 
home  economists  to  appreciate  the  im¬ 
portance  of  canned  foods  in  the  diet. 
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Resourceful  Caniiers  are  improving  their  pro¬ 
ducts  and  reducing  costs  through  vacuum 
canning. 

Cameron  builds  Vacuum  Closing  Machines 
for  both  round  and  square  cans. 

The  machine  shown  above  has  a  pre-clinching 
device,  for  sealing  liquid  products  without  spill. 


Every  Machine  for  Can-Makers! 


C\H  MACHINERY  CO. 


A  VACUUM  IS 


NOTHING 


VACUUM  PACKING 


IS  INDEED 


SOME-THIING! 
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e Trucking  more  of  your  pack 
the  Profit  Side  of  the  ledger 

in  next  year's  pack  for  a  larger  percentage  of  the  higher  grades. 
Place  your  confidence  in  Woodruff  seed  —  recognized  for  its 
s&|||HERcarefuj  breeding,  for  the  quality  assured  by  Woodruff  experience 
supervision  and  inspection.  Make  certain  your  1939  minimum 
requirements  are  protected  by  a  Future  Growing  Contract  with  . . 

F.  H.  WPOORUFF.  SONS 

BranclMf  and  Shipptnv  Points;  Sacramento.  Cal.r  Rocky  Ford.  Colo.i  Milford.  Conn.; 
Atlanta.  Go.;  Toledo.  Ohio;  Mercedes.  Tcs.i  Basin.  Wvo.;  Bellrose.  L.  I..  N.  Y..  and  others. 


HAMACHEK 

PEA 

HULLING 

EQUIPMENT 


Whenever  you  desire  information  on  the 
threshins  of  sreen  peas  or  lima  beans,  write  us. 
We  specialize  in  this  type  of  equipment  and 
do  not  mal<e  any  other  machinery  to  divide 
our  efforts. 

We  cover  this  Field  thoroushly  with  efficient 
and  economical  equipment  and  nationwide 
service. 

May  we  help  you  improve  your  pea  or  lima 
bean  pack  —  and  your  profits? 


RANK  HAMACHEK  MACHINE  CO 

w  M  tiniif  ill  t  ur<T  s  of  i  iners,  V’mer  Feeders,  Ensilage  Distributors  and  Cluiin  Adjusters 

KEWAUNEE,  WISCONSIN 
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^  Direclly  or  indireclly,  the  destiny  of  the 
seedman,  farmer,  canner,  and  can  manufac¬ 
turer  rests  with  the  housewife  —  the  ultimate 
consumer.  It  is  she,  in  the  final  analysis,  who 
determines  whether  we  have  produced  well. 

For  years  Continental  has  been  conscious 
of  the  consumer  response  to  any  new  develop- 
menl  which  would  better  preserve  the  appear¬ 
ance  and  flavor  of  canned  foods.  And  by 
constant  scientific  exploration  of  these  factors, 
Conlinenlal  has  prepared  the  way  for  the 


ready  marketing  of  many  different  varieties  of 
vegetables,  fruits,  and  fruit  juices.  Thus  new 
opportunities  for  profit  have  been  provided. 

Continental  will  continue  to  further  your 
interests  by  its  unceasing  market  and  labora¬ 
tory  research.  And  as  the  demand  for  new 
products  becomes  evident— as  better,  more 
efficient  methods  of  canning  them  are  found  — 
Continental's  customers  will  be  the  first  to 
receive  the  benefits  of  our  discoveries.  You 
should  be  interested. 


CONTINENTAL  CAN  COMPANY 


NEW  YORK  .  CHICAGO  •  SAN  FRANCISCO  •  MONTREAL  •  TORONTO  •  HAVANA 
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EDITO 


CAN  PRICES  —  Careless  writing  apparently 
caused  us,  in  our  issue  of  August  29th,  to  put 
an  unintended  meaning  to  an  expression.  In 
our  Editorial,  page  6,  under  “The  Price  Mystery",  we 
quoted  the  progress  of  steel  prices,  and  then  added : 

“And,  we  would  add,  the  methods  of  production,  or 
rather  improved  production  (of  steel)  have  kept  pace 
with  other  modern  industries,  until  today  streamline 
plants  produce  as  they  never  dreamed  of  in  1914;  even 
as  we  see  in  the  automatic  line  of  can  making,  to  bring 
it  closer  home." 

We  were  trying  to  say  that  steel  production  is  now 
as  automatic  as  can  making,  and  we  mentioned  cans 
only  because  we  felt  that  canners  would  the  more 
readily  realize  the  situation,  being  familiar  with  can 
making.  But  at  least  one  of  our  readers  connected  this 
with  the  price  consideration,  first  mentioned.  And  he 
resented  the  implication  that  prices  of  cans  bear  any 
resemblance  to  the  showing  made  for  steel. 

Many  of  our  readers  may  be  interested  in  the  ex¬ 
planation  he  makes  as  to  the  cost  of  cans,  and  the  small¬ 
ness  of  the  profits  at  present  prices.  He  says:  “The 
price  of  our  cans  for  1938  is  $19.27  per  M,  f.  o.  b. 
factory,  less  2  per  cent  discount  for  cash.  The  cost  of 
tin  plate  this  year  has  been  to  date  $5.35,  f.  o.  b.  Pitts¬ 
burgh,  to  which  must  be  added  32  cents  per  100  lbs.  for 
freight,  making  a  total  laid  down  cost  of  $5.67  per 
base  box. 

“It  takes  2.7  boxes  per  1,000  No.  2  cans,  which  would 
make  the  cost  $15.31.  Deduct  $15.31  from  $19.27, 
leave ,  $3.56.  The  important  feature  here  is  the  very 
large  percentage  cost  of  the  tinplate  in  the  finished 
prod  ct,  being  79.4  per  cent,  according  to  these  figures, 
leavi  g  only  20.6  for  labor,  solder,  flux,  compound, 
closi  g  machine  rent,  service  men  expense,  overhead, 
taxe  discount  for  cash  and  profit."  And,  we  would 
add,  “investment  in  closing  machines"  which  is 
enor  ous,  and  which  saves  canners  a  tremendous  in¬ 
vest?  ont  which  otherwise  they  would  have  to  make,  as 
they  'o  with  other  cannery  equipment.  And  we  often 
worn  r  if  the  expense  of  up-keep  and  the  servicing  of 
thes  closing  machines  does  not  equal  the  cost  of  the 
mac!  nes.  This  information  ought  to  go  a  long  ways 
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towards  laying  the  false  idea  of  huge  profits  made  by 
the  can  makers.  From  this  angle  the  correction  serves 
a  wholesome  purpose. 

TO  SHOW  OR  NOT  TO  SHOW— That’s  the  question 
now  before  the  Canning  Machinery  and  Supplies 
Association,  in  relation  to  the  big  annual  Convention 
of  the  industry  in  Chicago  next  January.  The  Board  of 
Directors  of  the  Association  is  taking  a  vote  of  all  mem¬ 
bers,  and  the  decision  will  be  made  on  September  14th. 
No  question  but  what  these  annual  Machinery  Shows 
are  a  great  drawing  card  for  these  Conventions,  but 
neither  is  there  any  question  about  their  being  a  great 
luxury,  all  out  of  the  pockets  of  the  exhibitors.  Where 
buying  of  equipment  and  supplies  is  good,  or  normal, 
these  big  hearted  men  gladly  assemble  their  wares  so 
that  the  canners  may  see  and  compare  them  at  one 
place,  thus  saving  the  expense  and  trouble  of  traveling 
to  widely  separated  localities,  and  there  have  been 
years  when  it  paid  well  to  so  exhibit.  Not  always  by 
any  means,  ancT  never  for  all  exhibitors,  but  it  was  be¬ 
lieved  the  exhibit  drew  the  crowd,  and  thereby  helped 
make  the  Convention  a  success,  and  these  men  have 
always  been  ready  and  willing  to  help;  and  of  course 
they  have  furnished  the  bulk  of  the  entertainment.  It 
is  doubtful  if  there  is  any  other  industry  in  the  land  as 
badly  spoiled  as  this  canning  industry  and  its  affiliates, 
by  its  supplymen. 

Right  now  canned  foods  market  conditions  would  not 
seem  to  promise  much  chance  for  a  return  on  their 
investments,  if  they  decide  to  exhibit.  Remember  these 
few  more  than  100  firms  spend  well  over  a  quarter 
million  dollars,  and  possibly  over  one-half  million  dol¬ 
lars,  as  cost  of  these  Shows,  annually.  It  would  seem 
to  be  a  year  when  the  Show  might  well  be  passed  up. 
Other  industries  have  found  that  an  every-other-year 
Show  pays  much  better,  even  in  normal  times,  and  the 
Association  members,  and  all  others,  would  un¬ 
doubtedly  find  the  1940  Show  better  attended,  and  de¬ 
cidedly  more  plentiful  with  orders,  if  there  is  no  Show 
in  1939. 

It  is  to  be  hoped,  however,  that  if  they  decide  not  to 
hold  the  Show,  they  will  make  a  clean  cut  of  it,  and  not 
merely  penalize  the  machinery  men  by  refusing  to 
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allow  them  to  exhibit,  while  supply  men  and  others, 
who  can  practically  carry  their  exhibits  in  a  hand  bag, 
may  be  able  to  exhibit  at  their  “desks  in  Show  Hall.” 

In  other  words,  let  the  Association  take  a  definite 
stand :  To  show  or  not  to  show,  binding  upon  all  mem¬ 
bers.  Understand,  there  can  be  no  exhibits  about  one 
of  these  National  Conventions  unless  the  exhibitor  is 
a  member  of  the  Canning  Machinery  and  Supplies 
Association.  This  is  not  a  new  regulation ;  it  goes  back 
many,  many  years,  and  it  is  rigidly  enforced.  The 
man  or  firm  that  tries  to  evade  it  will  find  he  or  they 
have  incurred  the  contempt  of  the  entire  industry,  for 
all  the  industry  knows  how  much  these  machinery  and 
supply  men  have  done  for  the  good  of  the  industry,  in 
every  way  possible.  Membership  in  the  C.M.S.A.  is  a 
much  coveted  prize,  obtained  only  after  rigid  examina¬ 
tion  of  the  applicant  and  approval  by  the  Association, 
so  that  the  mere  fact  that  a  man  or  a  firm  is  a  member 
carries  endorsement  of  his  integrity  and  trustworthi¬ 
ness.  And  the  whole  canning  industry  knows  this. 
Recent  action  by  the  C.M.S.A.  opens  the  way  to  many 
who  were,  perforce,  on  the  waiting  list.  The  stumbling 
block  has  been  the  inability  to  secure  enough  exhibition 
space  to  accommodate  all  who  wished  to  exhibit;  but 
now  even  that  need  not  keep  any  eligible  firm  from 
seeking  membership,  and  being  properly  enrolled. 

GOVERNMENT  TAKES  ACTION— Featured  with 
first  column,  top  page  position,  in  The  National  Canners 
Association  Information  Letter  of  September  1st,  was 
the  following,  of  interest  to  the  industry  more  for  what 
it  portends  than  anything  direct.  There  are  those  who 
will  recognize  the  name  of  a  business  engineering  firm, 
now  in  charge  of  the  recently  formed  Canned  Pea  Mar¬ 
keting  Cooperative.  Cooperatives,  however,  seem  to 
have  the  blessing  of  the  Government,  and  since  this  pea 
effort  is  moving  so  smoothly  and  well,  it  is  to  be  hoped 
there  will  be  no  hitch  on  this  account.  Fred  Stare,  first 
Chairman  of  the  pea  canners  cooperative,  in  writing  us 
about  the  recent  meeting  in  Milwaukee  said : 

“I  have  never  been  present  at  a  more  enthusiastic  meeting 
than  the  organization  meeting  in  Milwaukee  Tuesday  the 
30th,  and  I  am  pleased  to  advise  that  the  new  pea  canners 
cooperative  is  actually  launched  as  a  National  movement, 
because  of  the  fact  that  three  areas  in  addition  to  Wisconsin 
have  already  come  in  in  sufficient  size  to  have  Directors 
elected  from  these  different  areas.” 

Mr.  Stare  was  obliged  to  ask  to  be  relieved  of  the 
Chairmanship  due  to  his  health  and  to  that  of  some  of 
his  family,  but  says  he  is  as  heartily  behind  the  move¬ 
ment  as  ever,  and  working  for  its  success.  And  that  is 
where  every  pea  canner  in  the  country  ought  to  be. 

The  definite  policy  and  intentions  of  the  cooperative 
will  be  decided  upon  and  announced  at  next  week’s 
general  meeting,  and  everyone  says  that  it  means  the 
salvation  of  the  canned  pea  market  this  year. 

The  article  in  question  read: 


PRICE  FIXING  CHARGED 

Trade  Commission  Issues  Complaints  Against  Six  Trade 
Associations 

Two  complaints  have  been  issued  by  the  Federal  Trade  Com¬ 
mission  charging  six  trade  associations,  and  their  member 
manufacturers,  with  fixing  and  maintaining  uniform  prices  for 
their  products.  The  complaints  were  issued  against  the  United 
States  Maltsters  Association  of  Chicago  and  its  19  member 
manufacturers,  and  against  five  trade  associations  and  their 
member  manufacturers  who  produce  veneer  containers  used  in 
packaging  fruits  and  vegetables. 

The  malt  manufacturers,  the  complaint  alleges,  produce  more 
than  65  per  cent  of  all  the  malt  manufactured  in  the  United 
States,  and  constitute  the  only  regular  source  of  supply  for 
many  purchasers.  The  complaint  charges  that  in  1930,  for  the 
purpose  of  eliminating  price  competition  among  themselves,  the 
respondent  manufacturers  of  malt,  through  the  agency  of  their 
association,  entered  into  their  price-fixing  conspiracy,  and  since 
that  time,  by  agreement,  have  fixed  and  maintained  uniform 
delivered  prices  in  the  sale  of  malt. 

For  the  purpose  of  making  their  program  effective,  each 
respondent  manufacturer,  the  complaint  charges,  agrees  to  file 
and  does  file  a  schedule  of  prices  and  terms  of  sale  with  the 
Association  and  further  agrees  not  to  deviate  from  the  schedule 
so  filed.  The  Association,  it  is  alleged,  collects  from  and  dis¬ 
seminates  among  its  member  manufacturers  information  as  to 
prices  and  terms  of  sale  and  other  data  useful  in  effectuating 
the  purposes  of  the  respondents’  program. 

The  veneer-container  manufacturers,  who  are  members  of  the 
five  trade  associations  charged  by  the  Commission,  allegedly 
make  about  90  per  cent  of  all  the  veneer  containers  produced 
east  of  the  Rocky  Mountains.  The  associations  named  are: 
American  Veneer  Package  Association,  Inc.,  Washington; 
Eastern  Package  Association,  Philadelphia;  Southern  Package 
Association,  Inc.,  Charlotte,  N.  C.;  Northeastern  Veneer  Package 
Association,  Rochester,  N.  Y.;  and  Midwest  Package  Association, 
Indianapolis. 

Two  Chicago  firms.  The  Stevenson  Corporation  and  Stevenson, 
Jordan  &  Harrison,  engaged  in  business  management  and  busi¬ 
ness  engineering,  also  are  named  respondents. 

In  1935  some  of  the  respondents,  and  in  1937  all  of  them, 
allegedly  entered  into  agreements  and  understandings  for  the 
purpose  and  with  the  effect  of  eliminating  competition  and  of 
creating  a  monopoly  in  the  sale  of  veneer  containers.  The  com¬ 
plaint  charges  that,  pursuant  to  their  agreements,  the  respondent 
manufacturers,  with  the  active  cooperation  of  the  other  respon¬ 
dents,  have  engaged  in  the  following  practices  in  furthering 
their  price-fixing  program: 

(1)  Fixed  and  maintained  uniform  prices,  terms  and  condi¬ 
tions  in  the  sale  of  veneer  containers;  (2)  exchanged,  through 
the  medium  of  their  trade  associations,  price  lists  in  order  to 
establish  the  prices  at  which  their  products  were  to  be  sold; 
(3)  established  a  system  of  zones  throughout  the  United  States 
to  aid  in  the  fixing  of  prices,  and  cooperated  in  maintaining  the 
various  prices  determined  for  particular  zones;  (4)  compiled  and 
distributed  lists  of  recognized  dealers  for  the  purpose  of  ex¬ 
clusively  confining  the  sale  and  distribution  of  veneer  conta  ners 
to  or  through  the  medium  of  such  recognized  dealers;  and 
(5)  curtailed  the  production  of  their  products. 

According  to  the  complaint,  the  respondent  trade  associations 
distribute  among  their  members  and  non-members  participating 
in  their  price-fixing  program,  lists  containing  current  p  ices, 
terms  and  conditions  of  sale,  the  names  of  dealers  who  a.-e  to 
be  granted  special  discounts,  and  other  information  usef  1  in 
making  the  undertaking  effective. 

• 

IN  THE  IMPORTANT  peach  sweepstakes  division  at  the  Cali¬ 
fornia  State  Fair,  Sutter  County  won  first  award,  with  lutte 
County  second.  Canning  peaches  came  in  for  first  consider£.':ion. 

• 

THE  HARBAUER  COMPANY,  Toledo,  Ohio,  reports  a  net  less  of 
$58,236  for  the  year  ending  June  30th,  as  compared  wl-h  a 
profit  of  $55,097  for  the  preceding  fiscal  year. 
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•  RADE  PRACTICE  RULES  for  the 

lomato  Paste  Manufacturing  Industry 

As  Promulgated  September  3,  1938  by  Federal  Trade  Commission,  Washington 


Trade  practice  rules  for  the  Tomato  Paste  Manu¬ 
facturing  Industry,  as  herein  set  forth,  are  promul¬ 
gated  by  the  Federal  Trade  Commission  under  its 
trade  practice  conference  procedure. 

The  product  of  the  industry  to  which  the  rules  relate 
is  tomato  paste,  a  canned  tomato  product  extensively 
used  in  cooking. 

The  total  value  of  the  production  of  tomato  paste  is 
estimated  to  be  about  $6,400,000  annually.  The  1937 
pack  approximated  1,700,000  cases. 

In  the  course  of  the  proceedings  an  industry’s  con¬ 
ference  was  held  in  San  Francisco,  California,  under 
the  Commission’s  auspices,  and  proposed  trade  practice 
rules  were  submitted  by  members  of  the  industry. 
Thereafter  tentative  action  was  taken  by  the  Commis¬ 
sion  on  the  rules  so  submitted  and  a  draft  of  proposed 
rules  was  made  available  upon  public  notice  of  at  least 
fifteen  days,  in  pursuance  of  which  all  interested  and 
affected  parties  were  afforded  opportunity  to  present 
such  pertinent  facts,  suggestions  or  objections  as  they 
desired  and  to  be  heard  in  respect  to  the  proposed  rules. 
Such  hearing  was  held  in  Washington  and  all  matters 
submitted  orally  and  in  writing  were  received  and  filed 
in  the  proceeding. 

Thereafter,  and  upon  consideration  of  the  entire 
matter,  final  action  was  taken  and  the  rules  in  the  form 
appearing  in  Group  I  and  Group  II  were  respectively 
approved  and  received  by  the  Commission. 

These  rules  do  not  in  any  respect  supplant,  or  relieve 
anyone  of  the  necessity  of  complying  with,  the  legal 
requirements  of  the  pure  food  laws  or  other  provision 
of  law.  They  are  established  under  statutes  adminis¬ 
tered  by  the  Federal  Trade  Commission  for  the  purpose 
of  more  effectively  stamping  out  unfair  practices  in  the 
interest  of  the  public,  and  to  assist  in  general  law 
enforcement  to  this  end. 

Tbe  rules  as  promulgated  follow: 

TRADE  PRACTICE  RULES 
TOrATO  PASTE  MANUFACTURING  INDUSTRY 
T  ^se  rules  promulgated  by  the  Commission  are  de- 
sigi  I  to  foster  and  promote  fair  competitive  condi¬ 
tion..  in  the  interest  of  the  industry  and  the  public. 
The  are  not  to  be  used,  directly  or  indirectly,  as  part 
of  c  in  connection  with  any  combination  or  agreement 
to  t  prices,  or  for  the  suppression  of  competition,  or 
oth  .vise  to  unreasonably  restrain  trade. 

GROUP  I 

I  fair  trade  practices  which  are  embraced  in  Group 
I  r,  js  are  considered  to  be  unfair  methods  of  com- 
pef  Ion,  unfair  or  deceptive  acts  or  practices,  or  other 


illegal  practices,  prohibited  under  laws  administered 
by  the  Federal  Trade  Commission,  as  construed  in  the 
decisions  of  the  Commission  or  the  courts;  and  ap¬ 
propriate  proceedings  in  the  public  interest  will  be 
taken  by  the  Commission  to  prevent  the  use  of  such 
unlawful  practices  in  or  directly  affecting  interstate 
commerce. 

Rule  1 — Misrepresentation  of  Industry  Products: 

The  practice  of  selling,  packing,  advertising,  or  rep¬ 
resenting  tomato  paste  or  related  products ,  or  any 
simulation  or  imitation  thereof,  in  a  manner  which  is 
calculated  to  mislead  or  deceive  or  has  the  tendency 
and  capacity  or  effect  of  misleading  or  deceiving  pur¬ 
chasers,  prospective  purchasers,  or  the  consuming  pub¬ 
lic  with  respect  to  the  character,  nature,  content,  grade, 
quality,  quantity,  origin,  substance,  material,  prepara¬ 
tion,  or  manufacture  of  such  products,  or  in  any  other 
material  respect,  is  an  unfair  trade  practice. 

Rule  2 — Specifications — Tomato  Paste: 

For  the  purpose  of  and  as  used  in  these  rules: 

(a)  Tomato  Paste  (Salsa  di  Pomodoro,  “Salsa”)  is 
understood  to  be  the  product  resulting  from  the  con¬ 
centration  of  the  screened  or  strained  fleshy  and  liquid 
portions  of  ripe  tomatoes,  except  those  portions  from 
skin  and  core  trimmings ;  with  or  without  the  addition 
of  salt,  and  with  or  without  the  addition  of  basil  leaf. 
The  finished  product  shall  contain  not  less  than  22  per 
cent  of  tomato  solids. 

(b)  Should  such  minimum  of  22  per  cent  tomato 
solids  hereafter  be  raised  to  a  higher  percentage  or 
proportion  by  applicable  provisions  of  law  or  by  rules 
or  regulations  in  pursuance  thereof,  then  such  higher 
percentage  so  fixed  shall  be  considered  the  minimum 
under  these  rules,  in  lieu  of  such  22  per  cent  specified 
in  paragraph  (a)  of  this  rule. 

(c)  Heavy  Tomato  Paste  (“Concentrate”)  is 
understood  to  be  tomato  paste  containing  not  less  than 
33  per  cent  of  tomato  solids. 

(d)  It  is  an  unfair  trade  practice  for  any  member 
of  the  industry  or  other  seller  to  cause  the  concentra¬ 
tion  or  content  of  his  tomato  paste  to  be  misrepre¬ 
sented,  or  by  any  other  means  to  represent,  directly  or 
indirectly,  that  the  product  is  of  a  certain  concentra¬ 
tion  of  22  per  cent  or  more  tomato  solids  when  such  is 
not  true  in  fact. 

Rule  3 — Misrepresentation  as  to  Tomato  Paste: 

It  is  an  unfair  trade  practice  to  sell,  offer  for  sale, 
advertise,  describe,  or  otherwise  represent,  directly  or 
indirectly,  any  product  as  being  tomato  paste  (Salsa  di 
Pomodoro,  “Salsa”),  heavy  tomato  paste  (“Concen- 
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trato”),  or  other  similar  tomato  paste  product,  when 
such  product  does  not  conform  to  the  specifications 
hereinabove  set  forth  in  Rule  2. 

Rule  U — Misrepresentation  as  to  Artificial  Color: 

It  is  an  unfair  trade  practice  to  sell,  offer  for  sale, 
advertise,  or  otherwise  represent,  directly  or  indirectly, 
any  product  of  the  industry  containing  added  artificial 
color  without  then  and  there  making  full  and  non- 
deceptive  disclosure  of  the  presence  of  such  added 
artificial  color. 

The  use  of  any  coloring  matter  whatsoever  shall  not 
be  permitted  when  the  same  is  introduced  for  the  pur¬ 
pose  or  with  the  effect  of  concealing  or  masking  dam¬ 
age  or  inferiority,  or  of  adulterating  the  product  or 
rendering  the  same  deleterious. 

Rule  5 — Misrepresentation  as  to  Tomato  Content  of 
Product: 

It  is  an  unfair  trade  practice  to  sell,  offer  for  sale, 
advertise,  describe,  or  otherwise  represent,  directly  or 
indirectly,  any  product  of  the  industry  as  containing  a 
higher  tomato  solids  content  than  is  actually  the  case. 

Rule  6 — Deceptive  Depictions : 

The  use  of  photographs,  cuts,  engravings,  illustra¬ 
tions,  or  pictorial  or  other  depictions,  or  devices,  of 
industry  products,  in  catalogues,  sales  literature,  ad¬ 
vertisements,  or  other  representations,  in  such  manner 
as  to  have  a  capacity  and  tendency  or  effect  of  mislead¬ 
ing  or  deceiving  the  purchasing  or  consuming  public 
as  to  the  origin,  manufacture,  grade,  quality,  quantity, 
size,  composition,  material,  coloring,  or  content  of  any 
products  of  the  industry,  or  ingredient  thereof,  or  in 
any  other  material  respect,  is  an  unfair  trade  practice. 

Rule  7 — Defamation  of  Competitors  and  Disparage¬ 
ment  of  Their  Products: 

The  defamation  of  competitors  by  falsely  imputing 
to  them  dishonorable  conduct,  inability  to  perform  con¬ 
tracts,  questionable  credit  standing,  or  by  other  false 
representations,  or  the  false  disparagement  of  the 
grade,  quality,  or  manufacture  of  the  products  of  com¬ 
petitors,  or  of  their  business  methods,  selling  prices, 
values,  credit  terms,,  policies,  or  services,  is  an  unfair 
trade  practice. 

Rule  8  —  Substituting  Inferior  Products  for  Those 
Ordered: 

The  practice  of  using  or  substituting  any  product 
of  the  industry  inferior  in  grade  or  quality  to  that 
specified  by  the  purchaser,  without  the  consent  of  said 
purchaser  to  such  use  or  substitution,  or  with  the  ten¬ 
dency,  capacity,  or  effect  of  otherwise  misleading  or 
deceiving  purchasers,  prospective  purchasers,  or  the 
consuming  public,  in  an  unfair  trade  practice. 

Rule  9 — Commercial  Bribery: 

Directly  or  indirectly  to  give,  or  permit  to  be  given, 
or  offer  to  give,  money  or  anything  of  value  to  agents, 
employees,  or  representatives  of  customers  or  prospec¬ 
tive  customers,  or  to  agents,  employees,  or  representa¬ 
tives  of  competitors’  customers  or  prospective  cus¬ 
tomers,  without  the  knowledge  of  their  employers  or 
principals,  as  an  inducement  to  influence  their  em¬ 
ployers  or  principals  to  purchase  or  contract  to  pur¬ 
chase  industry  products  from  the  maker  of  such  gift 
or  offer,  or  to  influence  such  employers  or  principals 


to  refrain  from  dealing  or  contracting  to  deal  with 
competitors,  is  an  unfair  trade  practice. 

Ride  10 — Inducing  Breach  of  Contract: 

Knowingly  inducing  or  attempting  to  induce  the 
breach  of  existing  lawful  contracts  between  competi¬ 
tors  and  their  customers  or  their  suppliers  by  any  false 
or  deceptive  means  whatsoever,  or  knowingly  interfer¬ 
ing  with  or  obstructing  the  performance  of  any  such 
contractual  duties  or  services  by  any  such  means,  with 
the  purpose  and  effect  of  unduly  hampering,  injuring, 
or  prejudicing  competitors  in  their  businesses,  is  an 
unfair  trade  practice. 

Rule  11 — Enticing  Away  Employees  of  Competitors : 

Wilfully  enticing  away  the  employees  of  competitors 
with  the  purpose  and  effect  of  unduly  hampering,  in¬ 
juring,  or  prejudicing  competitors  in  their  businesses, 
is  an  unfair  trade  practice. 

Rule  12 — Selling  Below  Cost: 

The  practice  of  selling  industry  products  below  the 
seller’s  cost  with  the  intent  and  with  the  effect  of  in¬ 
juring  a  competitor  and  where  the  effect  may  be  sub¬ 
stantially  to  lessen  competition  or  tend  to  create  a 
monopoly  or  unreasonably  restrain  trade  is  an  unfair 
trade  practice;  all  elements  recognized  by  good  ac¬ 
counting  practice  as  proper  elements  of  such  cost  shall 
be  included  in  determining  cost  under  this  rule. 

Rule  13: 

(a)  Prohibited  Discriminatory  Prices,  or  Rebates, 
Refunds,  Discounts,  Credits,  Etc.,^  ivhich  Effect  Unlaw¬ 
ful  Price  Discrimination.  It  is  an  unfair  trade  practice 
for  any  member  of  the  industry  engaged  in  commerce,- 
in  the  course  of  such  commerce,  to  grant  or  allow, 
secretly  or  openly,  directly  or  indirectly,  any  rebate, 
refund,  discount,  credit,  or  other  form  of  price  differen¬ 
tial,^  where  such  rebate,  refund,  discount,  credit,  or 
other  form  of  price  differential  affects  a  discrimination 
in  price  between  different  purchasers  of  goods  of  like 
grade  and  quality,  where  either  or  any  of  the  purchases 
involved  therein  are  in  commerce,-  and  where  the  effect 
thereof  may  be  substantially  to  lessen  competition  or 
tend  to  create  a  monopoly  in  any  line  of  commerce,-  or 
to  injure,  destroy,  or  prevent  competition  with  any 
person  who  either  grants  or  knowingly  receives  the 
benefit  of  such  discrimination  or  with  customers  of 
either  of  them:  Provided,  however, 

(1)  That  the  goods  involved  in  any  such  trans 
action  are  sold  for  use,  consumption,  or  resale 
within  any  place  under  the  jurisdiction  of  the 
United  States; 

(2)  That  nothing  herein  contained  shall  pre¬ 
vent  differentials  which  make  only  due  allowance 
for  differences  in  the  cost  of  manufacture,  sale, 
or  delivery  resulting  from  the  differing  methods 
or  quantities  in  which  such  commodities  are  tv 
such  purchasers  sold  or  delivered ; 

(3)  That  nothing  herein  contained  shall  pre 
vent  persons  engaged  in  selling  goods,  wares,  or 
merchandise  in  commerce-  from  selecting  theii’ 
own  customers  in  bona  fide  transactions  and  no, 
in  restraint  of  trade; 

‘  Paragraph  (a)  of  Rule  13  shall  not  be  construed  as  embracing  practices 
prohibited  by  paragraphs  (b),  (c),  and  (d)  of  this  rule. 

’  See  footnote,  Page  9, 
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(4)  That  nothing  herein  contained  shall  pre¬ 
vent  price  changes  from  time  to  time  where  made 
in  response  to  changing  conditions  affecting  either 

(a)  the  market  for  the  goods  concerned,  or  (b)  the 
marketability  of  the  goods,  such  as,  but  not  limited 
to,  actual  or  imminent  deterioration  of  perishable 
goods,  obsolescence  of  seasonal  goods,  distress 
sales  under  court  process,  or  sales  in  good  faith  in 
discontinuance  of  business  in  the  goods  concerned. 

(b)  Pi'ohibited  Brokerage  and  Commissions.  It  is 
an  unfair  trade  practice  for  any  member  of  the  in¬ 
dustry  engaged  in  commerce,^  in  the  course  of  such 
commerce,  to  pay  or  grant,  or  to  receive  or  accept,  any¬ 
thing  of  value  as  a  commission,  brokerage,  or  other 
compensation,  or  any  allowance  or  discount  in  lieu 
thereof,  except  for  services  rendered  in  connection  with 
the  sale  or  purchase  of  goods,  wares,  or  merchandise, 
either  to  the  other  party  to  such  transaction  or  to  an 
agent,  representative,  or  other  intermediary  therein 
where  such  intermediary  is  acting  in  fact  for  or  in 
behalf,  or  is  subject  to  the  direct  or  indirect  control,  of 
any  party  to  such  transaction  other  than  the  person  by 
whom  such  compensation  is  so  granted  or  paid. 

(c)  Prohibited  Advertising  or  Promotional  Allotv- 
ances,  Etc.  It  is  an  unfair  trade  practice  for  any  mem¬ 
ber  of  the  industry  engaged  in  commerce-  to  pay  or 
contract  for  the  payment  of  advertising  or  promotional 
allowances  or  any  other  thing  of  value  to  or  for  the 
benefit  of  a  customer  of  such  member  in  the  course  of 
such  commerce  as  compensation  or  in  consideration  for 
any  services  or  facilities  furnished  by  or  through  such 
customer  in  connection  with  the  processing,  handling, 
sale,  or  offering  for  sale  of  any  products  or  commodities 
manufactured,  sold,  or  offered  for  sale  by  such  mem¬ 
ber,  unless  such  payment  or  consideration  is  available 
on  proportionally  equal  terms  to  all  other  customers 
competing  in  the  distribution  of  such  products  or 
commodities. 

(d)  Prohibited  Discriminxitory  Services  or  Facilities. 
It  is  an  unfair  trade  practice  for  any  member  of  the 
industry  engaged  in  commerce-  to  discriminate  in  favor 
of  one  purchaser  against  another  purchaser  or  pur¬ 
chasers  of  a  commodity  bought  for  resale,  with  or 
witliout  processing,  by  contracting  to  furnish  or  by 
furnishing,  or  by  contributing  to  the  furnishing  of,  any 
serv’  *es  or  facilities  connected  with  the  processing, 
handling,  sale,  or  offering  for  sale  of  such  commodity 
so  p'  rchased  upon  terms  not  accorded  to  all  purchasers 
on  p  oportionally  equal  terms. 

(c  Illegal  Price  Discrimination.  It  is  an  unfair 
trad  practice  for  any  member  of  the  industry  or  other 
pers  1  engaged  in  commerce,-  in  the  course  of  such 
com  erce,  to  discriminate  in  price  in  any  other  respect 
cont  try  to  Section  2  of  the  Clayton  Act  as  amended  by 
the  ct  of  Congress  approved  June  19,  1936  (Public 

*  A?  rein  used,  the  word  “commerce”  means  trade  or  commerce  among  the 
sever.-i  states  and  with  foreign  nations,  or  between  the  District  of  Columbia 
an  Territory  of  the  United  States  and  any  State,  Territory,  or  foreign 
natioi  r  between  any  insular  possessions  or  other  places  under  the  jurisdic¬ 
tion  I  the  United  States,  or  between  any  such  possession  or  place  and  any 
State  Territory  of  the  United  States  or  the  District  of  Columbia  or  any 
foreij;  nation,  or  within  the  District  of  Columbia  or  any  Territory  or  any 
maul'  -lossession  or  other  place  under  the  jurisdiction  of  the  United  States: 
Prov!<,  _4,  That  this  shall  not  apply  to  the  Philippine  Islands. 


No.  692,  74th  Congress),  or  knowingly  to  induce  or  re¬ 
ceive  a  discrimination  in  price  which  is  prohibited  by 
such  section  as  amended. 

Rule  H — Misrepresentation  as  to  Ba^il,  Etc.: 

It  is  an  unfair  trade  practice  to  cause  any  tomato 
paste  or  related  product  to  be  represented,  directly  or 
indirectly,  as  containing  basil  leaf  or  any  other  in¬ 
gredient  when  such  is  not  true  in  fact;  or  when  such 
basil  leaf  or  other  specified  ingredient  has  been  omitted 
in  packing  from  various  or  sundry  cans  of  the  product 
so  represented. 

GROUP  II 

The  trade  practices  embraced  in  these  Group  II  rules 
are  considered  to  be  conducive  to  sound  business 
methods  and  are  to  be  encouraged  and  promoted  in¬ 
dividually  or  through  voluntary  cooperation  exercised 
in  accordance  with  existing  law.  Nonobservance  of 
such  rules  does  not,  per  se,  constitute  violation  of  law. 
However,  the  failure  to  observe  them  under  certain 
circumstances  may  result  in  an  unfair  method  of  com¬ 
petition  contrary  to  law.  In  such  event,  a  corrective 
proceeding  may  be  instituted  by  the  Commission  as  in 
the  case  of  a  violation  of  Group  I  rules. 

Rule  A — Disclosure  of  Solids  Content: 

The  practice,  by  each  member  of  the  industry,  of 
making  clear  and  nondeceptive  disclosure  to  the  pur¬ 
chasing  public  of  the  percentage  or  proportion  of 
tomato  solids  present  in  his  product,  thereby  disclosing 
whether  his  tomato  paste  contains  only  the  minimum 
percentage  of  tomato  solids  or  some  higher  percentage, 
is  recommended  as  a  proper  and  desirable  practice  to 
follow  in  the  interest  of  affording  consumers  and  other 
purchasers  correct  information  as  to  the  concentration 
of  the  product,  and  of  avoiding  confusion,  deception 
and  misrepresentation  in  respect  thereto. 

Rule  B — Repudiation  of  Contracts: 

Lawful  contracts  are  business  obligations  which 
should  be  performed  in  letter  and  in  spirit.  The 
repudiation  of  contracts  by  sellers  on  a  rising  market 
or  by  buyers  on  a  declining  market  is  condemned  by 
the  industry. 

Ride  C — Fake  or  Fictitious  Bids: 

The  industry  condemns  fake  or  fictitious  bids  made 
for  the  purpose  of  deceiving  competitors  and  securing 
undue  advantage.  If  plans  and  specifications  are 
changed  and  new  bids  called  for  after  the  original  bids 
have  been  submitted  and  opened,  the  same  fairness 
should  obtain  as  with  the  original  bid. 

Rule  D — Truthful  Disclosure  of  Quality  of  Products: 

In  the  interest  of  consumer  protection,  the  industry 
records  itself  as  favoring,  and  recommends,  the  prac¬ 
tice  of  members  making  fair  and  truthful  disclosure, 
in  their  advertising,  labeling,  sales  literature,  and  other 
selling  representations,  of  the  quality  and  content  of 
their  products. 

Rule  E — Dissemination  of  Credit  Information: 

The  industry  records  its  approval  of  distributing  in¬ 
formation  covering  delinquent  and  slow  accounts  in¬ 
sofar  as  it  may  be  lawfully  done. 

By  the  Commission. 

Otis  B.  Johnson, 
Secretary. 
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AMERICAN  CAN  DOING  PUBLIC  RELATIONS 
JOB  FOR  THE  CANNING  INDUSTRY 

Speaking  Service  Booked  8  Months  Ahead 

WHEN  a  corporation  sets  out  to  do  public  rela¬ 
tions  work,  that’s  good — but  when  the  public 
asks  for  more,  that’s  perfect.  The  American 
Can  Company’s  Speaking  Service  was  started  several 
years  ago  as  a  result  of  requests  from  trade  and  con¬ 
sumer  organizations  interested  in  knowing  the  facts 
about  canned  foods ;  today  the  requests  are  coming  in 
eight  months  faster  than  the  Speaking  Service  can 
take  care  of  them. 

It’s  surprising,  too,  how  many  of  the  inquiries  come 
from  groups  of  men.  Men  who  never  got  closer  to  the 
kitchen  than  the  monthly  budget  have  been  listening  to 
(and  liking!)  details  about  canned  foods  and  facts 
about  the  canning  industry. 

Already  over  30,000  men  have  gathered  at  their 
Rotary,  Kiwanis  or  other  service  club  luncheons  to 
hear  the  story  of  canned  foods  as  told  by  the  Canco 
Speaking  Service.  They  have  made  interested  audi¬ 
ences,  too,  because  the  story  touches  not  only  on  their 
own  lives — the  food  they  and  their  families  eat — but 
on  one  of  the  most  fascinating  of  todays  industries. 

Equally  interested,  but  perhaps  for  more  direct  rea¬ 
sons,  are  the  other  groups  to  which  Canco  carries  its 
message.  Schools,  colleges,  women’s  clubs  and  grocery 
trade  groups  have  been  part  of  an  audience  which  has 
passed  the  120,000  mark  since  the  speaking  service  was 
inaugurated  in  1935. 

Each  group  is  addressed  according  to  its  own  educa¬ 
tional  interests.  Women’s  clubs  and  similar  consumer 
organizations  are  told  “The  Story  Behind  the 
Label”  and  about  “Miracles  in  Food,”  which  deal  with 
the  nutritive  and  sanitary  aspects  of  canned  foods  and 
are  intended  to  dispel  the  few  remaining  unfounded 
prejudices  against  them. 

Student  groups  of  high  school  and  college  age  listen 
attentively  to  stories  of  the  romance  of  the  great  can¬ 
ning  industry,  or  jot  down  notes  on  “Facts  Every 
Buyer  Should  Know.”  None  of  the  lectures  are  com¬ 
mercial  in  any  way  and  they  are  approved  by  Boards 
of  Education  for  school  presentation.  The  Conco  litera¬ 
ture  offered  free  at  all  lectures  bears  the  approval 
of  the  Council  on  Foods  of  the  American  Medical 
Association. 

The  Speaking  Service  also  reaches  a  great  many 
trade  groups — men  who  want  to  learn  more  about 
canned  foods  so  that  they  can  sell  them  more  intelli¬ 
gently  and,  therefore  sell  more  of  them.  Before  such 
groups,  the  lecturer  emphasizes  the  point  that  salesmen 
should  stress  the  quality  and  taste  features  of  their 
merchandise,  rather  than  price,  and  gives  helpful  and 
practical  advice  on  the  merchandising  of  canned  foods. 

The  Canco  Speaking  Service  is  unique  in  the  canned 
foods  industry  and  dovetails  with  the  other  public 
relations  and  educational  work  of  the  American  Can 
Company.  It  is  felt  that  the  whole  program  is  doing 
much,  not  only  to  create  good-will,  but  to  effect  sales 
increases  for  the  entire  industry. 


GLYCERINE  SWEETER  THAN  SUGAR 

HE  findings  of  modern  scientific  research  that 
glycerine  is  actually  sweeter  than  sugar  are  arous¬ 
ing  wide  interest  in  commercial  food  processing 
circles  and  among  manufacturers  of  drugs,  pharmaceu¬ 
ticals  and  similar  preparations  as  pointing  the  way  to  a 
still  wider  utilization  of  this  pure  wholesome  fluid  in 
these  fields. 

Scientific  confirmation  of  the  potency  of  glycerine  as 
a  sweetener  was  revealed  in  a  report  of  experiments 
conducted  by  research  workers  at  the  University  of 
Maryland  School  of  Medicine.  The  studies  were  made 
under  a  grant  from  the  American  Medical  Association 
to  determine  the  relationship  between  chemical  con¬ 
struction  and  sweet  taste. 

Taste  tests  made  with  six  standardized  individuals, 
who  used  the  sweetness  of  sucrose  (cane  sugar)  as  a 
basis  of  100,  gave  to  glycerine  a  sweetness  rating  of 
108. 

With  the  growing  commercial  trend  toward  specially 
prepared  sugar-free  foods,  preserves,  confections,  and 
the  like  for  those  for  whom  a  sugar-restricted  diet  is 
advisable,  this  proof  of  the  value  of  glycerine  as  a 
sweetener  suggests  a  steadily  broadening  application  of 
this  unique  fluid  whose  unusual  solvent  and  hygros¬ 
copic  properties  have  already  given  it  wide  usage. 


SEEK  CHAIN  TAX  REPEAL 

REPARATORY  to  the  November  elections,  at  which  Colo¬ 
rado  voters  will  act  on  a  proposal  to  repeal  that  state’s 
chain  store  tax  law,  Safeway  Stores,  Inc.,  are  conducting  an 
advertising  campaign  in  Colorado  in  an  effort  to  “sell”  the  con¬ 
suming  public  on  claimed  advantages  of  corporate  chain 
operation. 

One  argument  presented  by  Safeway  says:  “The  chain  store 
system  is  based  on  the  efficient  distribution  of  merchandise  by 
the  shortest  and  most  economical  route  from  producer  to  con¬ 
sumer.  Chain  stores  have  reduced  the  cost  of  distribution 
between  farmers  and  manufacturers,  on  the  one  hand  and  con¬ 
sumers  on  the  other.  This  is  good  for  both  producer  and  con¬ 
sumer.” 

Another  advertisement  featured  by  Safeway,  picturing  the 
chains  as  the  consumers’  “savings  bank,”  said: 

“There  are  many  kinds  of  chains  and  they  deal  in  many  kinds 
of  goods — clothing,  medicines,  food,  shoes,  candy,  mail  order, 
automobile  accessories,  furniture,  lumber  and  the  hundreds  of 
miscellaneous  items  of  the  five-and-tens.  All  these  chain  stores 
save  you  money  because  they  sell  their  merchandise  for  less 
than  most  other  stores.” 


CANCO’S  MR.  STURDY  SPEAKS 

Sept.  12 — Cincinnati,  Ohio,  Kiwanis  Club,  at  noon. 

Sept.  12 — Cincinnati,  Ohio,  Int.  Stewards  &  Caterers  l-  ssn., 
at  8:30  P.  M. 

Sept.  13 — Chicago,  Ill.,  I.  G.  A.  Convention,  afternoon. 

Sept.  14 — Columbus,  Ohio,  Kiwanis  Club,  at  1:00  P.  M. 

Sept.  15 — Cleveland,  Ohio,  Weideman  &  Co.,  evening. 

Sept.  16 — Marietta,  Ohio,  Food  Dealers  Assn.,  at  7:30  1  .  M. 
Sept.  19 — Niles,  Mich.,  Rotary  Club  Ladies’  Night,  at  6:00 
P.  M. 

Sept.  20 — Springfield,  Ill.,  Illinois  Retail  Food  Dealers  /.ssn., 
Convention,  at  3:00  P.  M. 

Sept.  21 — Marion,  Ind.,  Kiwanis  Club,  at  noon. 

Sept.  22 — Marion,  Ohio,  Kiwanis  Club,  at  noon. 

Sept.  23 — Greenfield,  Ind.,  Kiwanis  Club,  at  noon. 
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THE  CAN  N  INC  TRADE 


PHILLIPS  SALES  COMPANY,  Inc. 

Orokers  and  Commission 

Ganned  an^  Gunners*  Supplies 

Located  in  the  heart  of  Maryland’s  great  packing  industry.  Brokers 
and  representatives  desired  in  all  markets.  Packers’  accounts  solicited. 

CAMBRIDGE  •  MARYLAIMD,  C.  S.  A. 


A  Iways  Dependable  1 

OLD  FAITHFUL  BRAND 

Seed  Peas  For  Canning  and  Freezing 

GALLATIN  VALLEY  SEED  CO. 

BOZEMAN,  MONTANA 


BERLIN  CHAPMAN 


BEET  STEAMER 


BEETS  PROPERLY  COOKED 

CAPACITY  OF  PiELERS 

so  TO  100  PERCENT  #  #  # 


o 

10  TO  12  CASES 
PER  TON  DUE  TO  UNIFORM  HEAT 


^  Every  beet  is  completely  sprayed 
with  steam  to  produce  quick  and  even 
penetration  of  heat,  followed  by  a  vapor 
bath  of  210  degrees.  A  water  seal  at  each 
end  prevents  enormous  loss  of  steam. 
Cooking  time  may  be  varied  from  10  to 
30  minutes.  Write  Berlin  Chapman  Co., 
Berlin,  Wis. 


BERLIN  CHAPMAN 


%  COMPLETE  LINE  OF  CANNING  MACHINERY  FOR  ANY  PLANT  K 


"It  ha*  everything  with  half  the  parts’* 

WESTMINSTER  MACHINE  WORKS 

Labeling  and  Boxing  Machine  Manufacturer* 

Westminster,  Maryland,  U.S.A. 

DOMESTIC  DISTRIBUTORS — A.  K.  Robins  &  Company,  Inc.,  Baltimore, 
Md.;  Chisholm-Ryder  Company,  Inc.,  Niagara  Falls,  N.  Y.;  Berlin  Chap¬ 
man  Company,  Berlin,  Wis.;  WiUard  Machinery  Company,  Los  Angeles, 
Calif.;  Duncan  Equipment  &  Supply  Co.,  Seattle,  Wash. 

CANADIAN  DISTRIBUTOR — ^The  Brown  Boggs  Foundry  &  Machine  Co., 
Ltd.,  Hamilton,  Canada. 

FOREIGN  DISTRIBUTOR — Ateliers  de  Construction  E.  Lecluyse,  S.  A., 
Antwerp,  Belgium,  manufacturers  for  Continental  Europe. 


12 


September  12,  1938 


THE  CONIDTION  OF  CROPS 

As  Reported  by  CANNERS 


Rockford,  Ill.,  September  7,  1938. 

“THE  CANNING  TRADE 
Baltimore,  Md. 

I  have  just  finished  a  trip  of  over  3000  miles  among  the 
Canners  of  Illinois,  Indiana  and  Ohio,  and  thought  you  might 
be  interested  in  what  I  learned  from  actual  contact  with  canners 
who  represent  at  least  75  per  cent  of  the  pack  in  these  States. 

While  the  canners  or  at  least  some  of  them  are  blue,  yet  it 
is  my  judgment  that  when  the  actual  facts  are  known  there  will 
be  a  much  better  feeling  and  more  confidence  in  the  future. 

I  think  there  is  absolutely  no  question  but  the  acreage  has  been 
greatly  reduced  in  these  states  on  the  three  staples,  corn,  peas 
and  tomatoes  in  the  neighborhood  of  30  per  cent,  while  the  pack 
of  peas  was  large  due  to  abnormally  favorable  conditions  in  some 
sections  and  the  carry-over,  yet  this  item  ought  to  and  will  adjust 
itself  in  due  course,  the  quality  on  the  whole  was  very  good  which 
adds  hope  to  volume  future  consumption,  which  I  am  sure  we 
will  see,  within  the  next  few  months. 

CORN — While  this  item  will  be  by  far  the  best  quality  as  a 
whole  ever  packed  in  these  states,  with  a  reduced  acreage  and 
a  yield  that  is  far  below  normal,  with  the  canners  all  getting 
their  corn  in  very  young,  the  waste  is  very  high  and  the  cut  per 
ton  is  very  low,  I  can’t  see  anything  but  a  better  market  in  the 
near  future  with  a  fair  profit,  if  the  canners  only  have  the  sense 
to  sit  tight.  The  most  common  sense  thing  the  large  canners 
could  do  would  be  to  either  withdraw  prices  (give  the  buyers  a 
chance  to  straighten  up  and  get  an  accurate  line  on  conditions) 
or  raise  the  price  to  a  respectable  profit  and  then  stand  by  their 
guns. 

TOMATOES — There  is  no  question  but  that  this  item  is  in  a 
strong  position,  with  but  one  or  two  exceptions,  the  acreage  is 
short  of  last  year  by  at  least  20  per  cent  with  a  yield  of  not  over 
50  per  cent  of  normal,  with  more  and  more  going  into  tomato 
juice.  The  finest  tomatoes  I  saw  (and  not  at  only  one  plant) 
was  all  going  into  juice.  A  number  of  the  canners  raised  their 
prices,  while  I  was  in  their  office  and  did  so  by  saying  they  hoped 
the  same  would  not  be  accepted.  That’s  the  spirit.  There  is  also 
no  question  but  that  the  cost  of  production,  by  virtue  of  the 
short  pack  will  be  upped  at  least  15  cents  per  dozen,  so  selling  at 
today’s  market  means  red  at  the  end  of  the  year’s  business,  which 
is  totally  uncalled  for.” 

CORN 

AUDUBON,  IOWA,  September  6,  1938 — Finished  can¬ 
ning  September  1st;  pack  80  per  cent  of  normal.  Pro¬ 
duction  on  acreage  reduced  about  30  per  cent  below 
1937  output.  Quality  good. 

ABERDEEN,  MD.,  September  5,  1938 — A  bumper  crop 
of  excellent  quality.  Yield  about  four  tons  per  acre. 
All  factories  will  finish  up  pack  this  week. 

ORTONVILLE,  MINN.,  August  31,  1938 — Acreage  65 
per  cent.  Crop  averaged  li/o  tons,  two-thirds  of  normal 
year. 

TOMATOES 

PADUCAH,  KY.,  September  7,  1938 — In  the  first  place 
canners  reduced  their  acreage.  Weather  conditions 
were  favorable  to  start  with,  but  too  much  rain  later, 
and  then  hot  sun  damaged  them.  Our  honest  opinion 
is  that  we  will  pack  from  50  per  cent  to  60  per  cent  of 
normal.  Two-thirds  of  our  growers  are  finished ;  have 


a  few  late  growers.  Makes  no  difference  how  favor¬ 
able  the  weather  is,  we  cannot  make  a  normal  pack, 
as  we  do  not  have  the  acreage. 

WHITE  PLAINS,  KY.,  September  2,  1938 — Early  toma¬ 
toes  are  through.  Have  some  late  ones  but  the  run  is 
light.  Farmers  report  that  next  week  will  wind  them 
up,  with  a  few  exceptions.  This  time  last  year  we  were 
running  full  blast.  We  have  packed  to  date  a  little 
over  50  per  cent  of  last  year.  The  pack  is  about  all 
in  the  cans  here;  the  shortest  season  we  have  ever 
experienced;  have  run  just  about  one  month. 

ABERDEEN,  MD.,  September  5,  1938  —  Condition  is 
very  poor;  about  30  per  cent.  We  are  closing  tomor¬ 
row.  No  crop.  Something  is  radically  wrong  with 
the  business.  High  raw  stock  price.  No  inquiry  for 
canned  tomatoes  and  starvation  prices.  In  Delaware, 
we  have  the  poorest  yield  and  quality  since  1930.  Most 
factories  intend  to  close  up  for  the  season  this  week. 
Raw  stock  has  been  bought  the  past  week  as  high  as 
35  cents  per  s/g  basket,  run  of  field;  none  lower  than 
23  cents  and  average  about  28  cents  to  the  canner. 
No.  2  standards  will  not  bring  a  price  of  over  about 
62V^  cents  factory.  The  canner  is  losing  money  again. 

BENNETTSVILLE,  s.  C.,  September  6,  1938— Acreage 
100  per  cent;  about  75  per  cent  of  normal  yield.  Wet 
weather  hurt  crop  very  much.  We  closed  down  on 
August  10th ;  nothing  to  pack.  Most  of  our  crop  is  sold 
green. 

KENDALL  GROVE,  VA.,  September  7,  1938 — Our  crop 
was  very  short.  We  are  about  through  packing.  Hope 
to  pack  35  per  cent  of  last  year  off  same  acreage. 

OTHER  ITEMS 

SOUTH  HANSON,  MASS.,  September  8,  1938 — Cran¬ 
berries:  Crop  is  estimated  at  under  500,000  barrels, 
much  lower  than  last  year’s  record  crop  of  881,000 
barrels  and  slightly  below  the  five-year  average.  We 
are  carrying  over  180,000  barrels  in  refrigerating 
plants  to  be  drawn  out  and  canned  as  needed.  The 
demand  is  normal  and  good  prices  on  fresh  berries  are 
expected.  The  crop  is  so  irregular  and  spotty  that 
prices  will  not  be  named  until  the  amount  of  the  crop 
is  better  known,  which  will  be  later  than  ever  be  'ore. 
Our  price  policy  will  be  determined  somewhat  by  the 
growers’  desire  to  move  the  carry-over  from  last  y^ar. 

LUCEDALE,  MISS.,  September  6,  1938 — Spinach  and 
Turnip  Greens:  We  will  be  planting  in  ten  or  fit  een 
days  for  the  fall  pack. 

Beans :  Do  not  plan  to  grow  any  string  or  string  less 
beans  this  fall  for  canning. 

Sweet  Potatoes:  Pack  will  begin  early  in  Octcber. 
Will  be  about  normal.  Crop  about  average. 

(Continued  on  page  26) 


Prompt  shipment  of  com- 
pick-up  gums  and  cements,  THk 

A.  K.  ROBINS  &  CO.,  Inc. 

Baltimore 

Serving  the  Eastern  Shore 

Other  warehouse  stocks  conveniently  located  in 
all  canning  areas. 


EDMONT  Label  COM  panv 


DESIGNERS  -  -  LITHOGRAPHERS 


DEWEY  &  AEMY  CHEMICAL  CO 


CRCO  BEAN  SNIPPERS 


•  Increase  Speed 

•  Increase  Quality 

•  Decrease  Costs 


Proven  By  Every  Test 

15%  increased  capacity  on  graded  beans — positive  shearing 
action— 85%  less  wearing  parts  in  the  knife  mechanism  - 
greater  and  more  uniform  flow  through  the  spiral  channels— all 
make  the  CRCO  Fancipak  the  industry’s  outstanding 
snipper. 

Send  for  complete  M  t  t 

Catalog  ISi’o.  381.  W  mm  t  m  m  mm  t 


Patented 


Rod  Corn  Washer 

using  a  combination  oF  accurately  spaced  rods 
and  our  "curtain  of  water  with  the  jet  effect"  is 
the  one  way  that  corn  can  be  washed  absolutely 
clean  and  not  lose  any  milk  or  flavor  out  of  the 
corn.  The  result  is  a  good,  clean,  full-flavored 
pack  that  will  command  top  prices. 

Let  us  tell  you  about  it, 

THE  SINCLAIR-SCOTT  COMPANY 

“The  Original  Grader  House” 

BALTIMORE,  MARYLAND 


Comffantf,  Ineorftorated 
N!  a  GURU  frils.  n.v. 


SEATTLE,  WASH. 
COLUMBUS,  WIS. 
INDIANAPOLIS.  IND. 
NIAGARA  FALLS,  CAN. 
A.  K.  Robins  &  Co.,  Inc. 

Baltimore,  Md. 
James  Q.  Leavitt  &  Co. 
Ogden,  Utah 
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NICE  PEOPLE 

By  ^‘BETTER  PROFITS’’* 


PROBABLY  I  keep  the  back  of  my  lot  as  clean  as 
anyone  in  the  neighborhood.  We  always  keep  a 
box  in  the  garage  for  the  empty  tin  cans  and  bottles 
that  seem  to  accumulate  so  rapidly,  and  they  are  always 
hauled  to  the  dump  before  the  box  runs  over.  Waste 
paper  we  burn  during  the  summer  in  a  paper  burner. 
Tonight  when  I  took  the  burner  full  of  paper  to  the 
alley  to  burn  it  I  found  some  kind  ( ?)  neighbor  (?)  (?) 
had  dumped  a  fifty  cent  load  of  tin  cans,  cellar  clean¬ 
ings,  old  shoes  and  brush  all  over  the  nicely  cleaned 
six  by  six  bit  of  lawn  I  have  been  tending  there  so 
carefully  all  summer.  Nice  people! 

For  a  lifetime  we  go  along  in  our  individual  business. 
We  join  trade  associations,  we  work  for  the  good  of 
the  industry  and  some  fine  night  we  go  to  sleep  full  of 
peace,  contentment,  a  bit  of  a  snack  before  retiring. 
We  fall  asleep  immediately  and  sleep  the  sleep  of  the 
just.  In  the  morning  at  the  office  we  read  in  the 
morning  paper  that  so  and  so  has  just  contracted  for 
the  delivery  of  a  large  block  of  such  and  such  canned 
foods  at  a  price  considerably  below  the  market.  So  and 
so  has  always  been  an  acquaintance  only,  frankly  we 
have  never  felt  just  right  about  getting  too  chummy 
with  him.  You  know  the  quality  he  is  said  to  pack: 
simply  doesn’t  measure  up  to  our  standards.  Still,  the 
public  don’t  know  this  and  buyers  don’t  seem  to  care. 
So  he  has  gone  and  pegged  the  market  below  cost  of 
packing  on  the  sizable  block  we  have  been  holding  until 
markets  stiffen  somewhat! 

What  do  we  do?  Well,  if  we  are  content  to  let  so- 
called  responsible  citizens  dirty  our  back  yards  we 
shouldn’t  be  as  willing  to  allow  others  to  take  the 
bread  out  of  our  mouths  and  the  profit  out  of  our 
operations.  After  all  we  are  in  business  to  make  a 
little  more  than  a  living;  our  whole  life  is  in  the  busi¬ 
ness,  we  must  be  protected  somewhat  from  predatory 
sellers  if  we  are  to  continue  in  business  for  very  long. 

The  first  thing  we  can  do  about  it  is  to  get  better 
acquainted  with  our  neighbor.  If  the  fellow  who 
dumped  the  trash  in  my  back  yard  had  any  idea  he 
was  doing  anything  other  than  something  cute  he 
would  be  able  to  get  away  with  without  detection  he 
would  have  paid  doubly  for  having  the  stuff  hauled 
away.  If  your  neighbor  had  any  conception  just  what 
sticking  together  with  other  canners  would  do  toward 
putting  more  dollars  in  his  pocket,  in  the  long  run  he 
would  stick  till  the  cows  came  home!  If  he  had  ever 
stood  in  a  retail  store  and  listened  as  I  have,  day  after 
day,  to  the  tales  of  lost  customers  who  bought  some 
article  of  food,  found  it  wanting  in  some  particular  and 


then  never  came  back,  he  would  be  a  great  deal  more 
careful  than  he  is  at  present  that  only  goods  fully  up 
to  quality  standards  came  out  of  his  canning  plant. 

Last  Friday  I  saw  fifteen  or  twenty  cases  of  corn  in 
a  medium  size  store  and  inquired  as  to  the  source  from 
whence  it  came.  I  was  told  it  was  bought  from  a  bank 
interested  in  liquidating  the  assets  of  a  bankrupt  can- 
ner.  I  learned  further,  to  my  sorrow,  that  the  corn  had 
been  sold  at  first,  folks  bought  a  can  or  two  and  refused 
to  buy  any  more.  An  opened  can  showed  the  label  to 
be  misleading  in  so  far  as  it  stated  the  product  had 
been  canned  with  sugar  and  salt,  while  tasting  showed 
conclusively  that  all  traces  of  sugar  were  missing.  A 
teaspoonful  of  sugar  stirred  vigorously  into  the  can 
sweetened  the  contents  to  a  point  where  housewives 
would  be  content  to  buy  it  at  the  bargain  prices  offered 
on  it.  The  owner  decided  to  have  his  wife  bake  corn 
fritters,  sample  them  liberally  on  Saturday  afternoon 
and  evening  and  allow  the  corn  to  remain  priced  at  four 
cans  for  29  cents.  The  plan  was  followed,  buyers  were 
told  to  add  a  teaspoonfull  of  sugar  to  each  can  before 
serving  or  using  in  any  way,  the  corn  fritters  were 
really  delicious.  The  chances  are  housewives  will  not 
remember  the  brand  unfavorably  when  again  in  the 
market  for  a  can  of  corn  at  a  reasonable  price.  But 
why,  oh  why,  didn’t  the  packer  in  the  first  place  have 
enough  integrity  to  pack  the  corn  with  sugar  added 
and  live  up  to  the  label  he  was  willing  to  have  identify 
it.  His  carelessness  in  this  regard  may  have  been  only 
one  of  the  several  reasons  why  he  went  into  bankruptcy ! 

Your  presumably  greater  experience  in  meeting  the 
consuming  public  if  transmitted  to  him  in  friendly 
talks  might  have  prevented  his  lapse  into  such  straits 
as  the  omission  of  sugar  in  the  canning  operation  for 
the  sake  of  the  all  too  small  savings  effected. 

To  give  the  devils  their  due,  probably  not  one  canner 
in  ten  underselling  the  market  ever  stops  to  think  of 
how  many  dollars  he  is  taking  out  of  the  pockets  of 
other  canners  whenever  he  sells  a  block  of  canned  fo  )ds 
under  the  prevailing  price.  If  he  did  he  would  know 
he  could  not  always  be  the  lowest  seller  and  that  when¬ 
ever  he  was  not,  some  other  fellow  would  cut  the  n  ar- 
ket  out  from  under  him.  Explain  this  to  those  with 
whom  you  select  to  work  in  an  attempt  to  protect  your 
own  interests. 


*Readers  are  invited  to  submit  selling  plans,  label  designs,  etc., 
to  ‘"Better  Profits”  for  analysis  and  suggestive  criticism.  This 
service  is  conducted  without  charge.  Mail  your  communications 
to  ‘‘BETTER  PROFITS”  do  THE  CANNING  TRADE,  20 
S.  Gay  Street,  Baltimore,  Md. 
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Your  labels  we  hope  are  informative.  Every  time  a 
ho  sewife  buys  a  can  of  your  goods  she  can  readily 
lea -  n  how  to  use  them  economically  and  conveniently. 
If  >our  neighboring  packer  has  not  gone  as  far  as  you 
ha'  e  in  meeting  this  present  need  for  better  labeling, 
gel  together  with  him.  Show  him  your  labels,  explain 
that  better  labels  such  as  you  are  using  cost  but  little 
if  any  more  than  those  he  has  been  carrying  from  year 
to  year.  Get  him  started  on  the  road  to  better  labeling 
and  you’ll  help  the  industry  as  a  whole.  Don’t  let  your 
efforts  along  such  lines  lapse  between  the  splendid 
talks  you  hear,  about  once  a  year,  at  state  and  national 
conventions,  but  get  in  step  yourself  with  the  trend 
toward  better  labels,  and  help  personally  to  get  other 
canners  working  along  the  same  lines. 

I  may  be  presuming  too  much  but  I  will  assume  that 
many  of  the  canners  reading  this  column  weekly  are 
doing  a  part  at  least  of  their  own  selling.  Around 
you  are  countless  canners  not  as  yet  ready  to  do  the 
same  thing.  Many  reasons,  all  good  in  their  minds, 
impell  them  to  go  along  in  the  same  rut  of  brokerage 
selling  as  they  have  always  followed.  From  your  ex¬ 
perience,  again  talk  matters  over  and  assist  some  one 
not  as  well  off  as  you  are  to  get  started  along  the  same 
road  to  success  by  means  of  disposing  personally  of 
his  pack.  Don’t  wait  until  some  nationally  known 
leader  does  the  trick  with  an  outstanding  speech,  at 
some  gathering  of  canners,  but  start  the  good  work 
yourself.  You  know,  or  should  at  any  rate,  better  than 
any  stranger,  the  fellow  whose  plant  is  in  the  same 
county  as  yours. 

What  has  all  this  to  do  with  Better  Profits  ?  Simply 
this :  As  long  as  a  few  are  riding  their  way  rough  shod 
over  the  rights  of  all  others,  just  so  long  will  the  can¬ 
ning  business  be  the  gamble  it  always  has  been.  Your 
sale  to  some  customer  of  long  standing  at  a  shade  under 
the  market  makes  harder  the  sale  of  the  next  fellow  at 
what  he  feels  ought  to  be  a  fair  price.  By  the  time 
this  is  published  we  hope  the  proceedings  at  Milwaukee 
will  have  been  made  public  and  that  we  will  all  feel 
at  last  that  a  start  has  been  made  toward  sanity  in  the 
operation  of  one  of  the  greatest  industries  in  the  world 
today.  Leaders  are  interested,  advisors  working  with 
those  behind  the  movement  are  capable,  only  the  con¬ 
tinued  desire  of  lone-wolves  to  run  their  own  way  can 
prevent  a  forward  step  being  taken  at  the  meeting. 

Opportunity  will  no  doubt  be  given  all  those  inter¬ 
ested  to  have  a  part  in  carrying  out  plans  made  then. 
If  such  a  chance  is  given  to  you,  help  yourself  by  at- 
temp  ing  to  help  others.  Your  biggest  competitor  is 
not  t  le  nationally  known  canner  with  a  reputation  at 
stakr  always,  but,  instead,  the  aggregate  of  small,  un¬ 
informed  canners  will  eventually  measure  the  rise  or 
fall  .f  the  canned  foods  industry.  Do  not  depend 
altogether  on  the  regeneration  of  the  canning  trade  by 
meau^  of  what  comes  out  of  the  projected  meeting  or 
the  }•  ans  formulated  there,  but  in  your  own  neighbor¬ 
hood  in  your  own  local  and  state  associations,  do  all 
you  (  in  toward  making  the  canning  of  food  the  great¬ 
est  I  siness  in  which  a  man  can  be  engaged. 

A  nain  is  no  stronger  than  its  weakest  link.  Be  a 
stroj  4  link  and  an  active  one  when  it  comes  to  helping 
the  (  her  fellow  get  on  the  same  footing  with  yourself. 
Wha.  benefits  one  in  your  occupation  benefits  all! 


on  a  piece  of  canning  equipment  or  a  machine  is  a  guaran¬ 
tee  that  quality  is  of  the  highest — and  that  it,  in  turn,  will 
produce  highest  quality  for  the  canner  employing  it. 

PULPER  AND  FINISHER 


Sprague-Sells 
Super  Pulperl 

Pulps  by  both  pressure 
and  centrifugal  force. 
Increases  jneld,  gives 
better  quality.  Capa¬ 
city  almost  unlimited. 


Sprague-Sells 
Super  Finisher 

Has  enormous  capaci¬ 
ty;  gives  extra  smooth 
results,  resulting  in 
highest  prices  for  your 
products. 


Two  real  profit  winners!  All  waste  is  eliminated — they 
utilize  the  last  ounce  of  usable  material  fed  to  them. 


These  modem  quality  machines  increase  the  yield  from  5% 
to  9%.  All  machines  quickly  convertible  for  either  pulp¬ 
ing  or  finishing — in  but  a  few  minutes. 

Mail  coupon  for  complete  information  on  these  machines. 


Modern  Canning  Equipment  for  All  Food  Products 

mm 

EiaPiSMOiS!] 

Sprague-Sells  Division 

HOOPESTON,  ILLINOIS 

MAIL  COUPON  TODAYl _ _ 

"foo^5ach1ner^orporatio^^\^^^*-t 

(Sprague'Sells  Division)  HOOPESTON,  ILL. 

Please  send 

□  Full  details  of  the  Super  Pulper  and  Super  Finisher. 

Q  Your  complete  General  Catalog. 


Name _ 

Firm _ 

Address 
City _ 


.  State . 
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Photograph  taken  just  before  the 
busses  left  for  the  Annual  Employees 
Outing  of  Gamse  Lithographing  Com¬ 
pany,  Baltimore,  held  on  Saturday, 
September  3rd.  Steamed  crabs,  sand¬ 
wiches  and  other  refreshments,  together 
with  bathing  and  dancing  rounded  out 
an  active  day.  Mr.  Herman  Gamse, 
company  president,  was  called  upon  for 
a  few  remarks,  and  graciously  responded. 


GRAMS  of  INTEREST 


REPORTS  FROM  RELIABLE  sources  place  the  Maine  sardine  pack 
at  280,000  cases  as  of  August  30th,  1938,  as  compared  to  1,200,- 
000  cases  August  30th,  1937. 

• 

AN  INTERESTING  FEATURE  of  the  40th  annual  convention  of  the 
Society  of  American  Bacteriologists  held  at  San  Francisco,  was 
the  discussion  of  several  problems  in  which  canners  are  directly 
interested.  It  was  announced  that  a  germ  that  has  been  giving 
headaches  to  fruit  and  tomato  canners  has  been  isolated  by 
Dr.  C.  Townsend  of  the  University  of  California.  This  germ 
has  been  the  cause  of  spoilage  in  recent  years  of  tomatoes  and 
low-acid  fruits,  such  as  pears,  figs  and  nectarines.  It  is  a  spore- 
former  that  lives  without  air.  Suspensions  of  the  spores  of  this 
organism  are  being  used  in  inoculating  experimental  packs  to 
determine  sterilization  processes  that  will  kill  the  germs. 

• 

BUTLER  PRODUCE  AND  CANNING  COMPANY  has  been  formed  at 
Butler,  Indiana,  with  C.  L.  Briefel,  J.  H.  Walz,  R.  W.  Schimpf, 
E.  L.  Brant  and  H.  C.  Springer  the  incorporators.  600  shares 
of  common  stock  and  200  shares  of  preferred  $50.00  par  value 
stock  constitute  the  capital. 

• 

THE  GLASS  CONTAINED  ASSOCIATION  has  issued  a  beautifully 
bound,  fully  illustrated  and  completely  descriptive  brochure  of 
“The  Glass  Kitchen”  recently  established  in  New  York  City, 
as  the  glass  container  industry’s  research  center  for  the  interpre¬ 
tation  of  consumer  needs  in  glass  packaged  products  and  their 
containers. 

• 

A  TEMPORARY  INJUNCTION  has  been  granted  to  prevent  enforce¬ 
ment  of  the  Kadota  fig  prorate  in  Tulare,  Fresno  and  Merced 
Counties,  California.  A  group  of  growers  in  these  counties 
held  that  the  prorate  was  illegal  and  would  inflict  hardships  on 
them.  The  defendent  Agricultural  Prorate  Commission  on  the 
other  hand  holds  that  “it  is  absolutely  necessary  for  the  good 
of  the  industry  that  the  prorate  be  upheld  and  remain  in  effect.” 

• 

STOKELY  BROTHERS  AND  COMPANY,  Indianapolis,  and  subsidi¬ 
aries,  report  a  net  loss  of  $353,295  for  the  year  ending  May  31st, 
as  compared  with  a  profit  the  preceding  year  of  $1,381,820. 

• 

THE  FEDERAL  SURPLUS  COMMODITIES  CORPORATION  is  buying 
surplus  Bartlett  pears  in  California,  Oregon  and  Washington 
and  distributing  the  fruit  to  needy  through  State  relief  agencies. 
Purchases  will  continue  until  October  31st. 


THROUGH  SPECIAL  investigation  among  a  group  of  leading  food 
manufacturers,  where  plant  engineers  and  executives  were  inter¬ 
viewed  and  pumping  problems  discussed,  the  Blackmer  Pump 
Company,  Grand  Rapids,  Michigan,  has  just  placed  on  the  mar¬ 
ket  a  new  line  of  sanitary  food  pumps  having  a  number  of  im¬ 
portant  features  which  make  for  greater  convenience  and  lower 
operating  cost,  suitable  for  handling  practically  any  food  prod¬ 
uct  which  will  flow  through  pipes — such  as  corn,  cranberries, 
catsup,  peas,  pumpkin,  starches,  lard,  molasses,  soups,  cooking 
oils,  salad  dressings,  syrups,  fruit  juices,  yeast,  dog  foods,  etc. 

• 

HAVING  PERFECTED  a  dispensing  machine,  successful  in  every 
detail  of  operation,  the  Morton  Salt  Company,  long  a  source  of 
supply  for  canners’  salt,  has  entered  into  the  manufacture  of 
salt  tablets  for  use  in  the  canning  and  preserving  industries. 

• 

FOREIGN  AND  AMERICAN  registrants  of  the  Seventh  Inter¬ 
national  Management  Congress  to  meet  at  Washington,  D.  C., 
on  September  19th,  will  make  inspection  visits  to  several  food 
canning  and  packing  plants  on  a  tour  of  American  management 
exhibits,  it  was  made  known  this  week  by  Charles  H.  Hatch, 
assistant  to  the  president.  National  Can  Corporation,  and  chair¬ 
man  of  the  Social  and  Tours  Committee  of  the  Congress.  These 
visits  will  be  included  among  the  features  of  a  series  of  three 
specially  arranged  Congress  Tours  of  leading  industrial  plants 
and  institutions  in  upwards  of  30  cities  and  towns  in  New 
England,  along  the  Atlantic  seaboard,  and  in  the  Middle  West. 
It  is  expected  that  the  tours  will  attract  several  hundred  foreign 
representatives,  here  to  obtain  intimate  glimpses  and  reports  of 
American  management  methods,  as  well  as  business  executives 
and  management  specialists  of  this  country. 

• 

THE  SAN  FRANCISCO  CHAPTER  of  the  Inter-Professional  Asso¬ 
ciation  has  filed  a  request  with  the  Department  of  Justice  asking 
that  the  activities  of  the  Canners’  Industry  Board  be  investi¬ 
gated.  The  communication  sets  forth  that  it  is  impossible  to 
get  accurate  information  as  to  the  structure  of  the  board  or  its 
purposes,  and  holds  that  the  result  of  its  program  is  causing 
great  hardships  to  peach  growers  and  to  consumers. 

• 

THE  CANADIAN  CANNERS,  LTD.,  warehouse  at  St.  Catharines, 
Ontario,  was  recently  destroyed  by  fire. 


Readers  are  requested  to  advise  this  journal  of  any  covAem- 
plated  changes  in  factory  or  equipment  or  other  personal  votes 
of  interest.  Address  communications  to  THE  CANNING 
TRADE,  20  S.  Gay  Street,  Baltimore,  Md. 
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HAMILTON 

Steam  Jacketed 

KETTLES 


—all  styles,  any  siz^— 
made  in  Copper,  Alumi¬ 
num,  Stainless  Steel, 
Monel  Metal,  Pure 
Nickel. 

Nationally  known  for 
their  quality  of  mate¬ 
rials,  construction  and 
performance.  Built  by 
an  organization  that 
has  made  kettles  for 
more  than  66  years. 


HAMILTON  COPPER  &  BRASS  WORKS,  Hamilton,  Ohio 


CANNING  MACHINERY 

FOR  THE 

DISCRIMINATING  BUYER 

Complete  plants  for 

Peas,  Corn,  Beans,  Tomatoes,  Citrus  Fruits 
Sea  Foods  and  other  Commodities. 

H^rite  For  Catalog, 

A.  K.  ROBINS  S  CO.,  lie.,  ".USISSS' 


KEEP  YOUR  INSURANCE 
ABREAST  OF  YOUR  RISING 
VALUES 

YOU  CAN  DO  THIS 
AUTOMATICALLY 
WITHOUT  EXTRA  COST 

through 

CANKERS  EXCHANGE  SUBSCRIBERS 
WARNER  INTER- INSURANCE  BUREAU 

LANSING  B.  WARNER,  Incorporated 

540  N.  Michigan  Ave.,  CHICAGO 


High  Speed 

CANNING  MACHINERY 

made  of  the  best  metals 

SYRUPERS  for  Fruits 

FILLERS  for  Soups,  Juices, 
Puree,  Ketchup,  Oil  and  Beer 

UNIT  ROLLER  EXHAUST 
BOXES,  any  capacity  .  .  . 

all  sizes  of  cans. 

SAFE  .  T  .  CLUTCHES 
NEVER  -  MISS  TIMERS 

E.  J.  JUDGE 

Canning  \lnrhinrr\ 
\L\MF.I)\,  (  ALIFORM  \ 


MODERN 

GANSE 


EAMSE  LITHOGRAPHING  CO. 

■  INC.  — — — — — 

Herman  Eamse ,  Presi-. 

4I9'4‘2I  E. Lombard  St. 
BALTIMOREeMD. 

Phomes — Plaza  /S^S-/S^6 
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DISTRIBUTORS  ACTIVITY 

By  “OBSERVER” 

Special  Correspondent  of  “The  Canning  Trade” 


ADVERTISING  AND  THE  F.T.C. 


SUPERS  ON  WANE? 


Godfrey  M.  LEBHAR,  editor  of  chain  Store  Age,  is 
author  of  an  editorial  in  the  current  issue  of  that  publica¬ 
tion  which  might  well  be  taken  to  heart  by  the  canning  and 
wholesale  grocery  trades,  as  well  as  the  chain.  Writing  on  the 
topic  of  food  chain  advertising,  Mr.  Lebhar  says: 

“Despite  the  warnings  that  have  been  issued  from  many  direc¬ 
tions,  many  food  chains  are  still  ‘sticking  their  necks  out,’  to  use 
a  colloquial  phrase,  with  respect  to  their  newspaper  advertising. 
The  Federal  Trade  Commission  is  filing  complaints  right  and 
left  against  advertisers  who  make  misleading  claims  in  their 
advertising,  and  under  the  new  definitions  contained  in  the 
Wheeler-Lea  Act,  many  advertisements  which  would  have  previ¬ 
ously  been  considered  entirely  harmless  are  now  condemned. 

“So  far  no  complaint  has  been  filed  against  any  of  the  leading 
grocery  chains,  but  judging  from  some  of  the  copy  that  is  being 
used  in  various  parts  of  the  country,  the  axe  is  liable  to  fall 
any  day. 

“Such  phrases  as  ‘best  food  bargains  in  the  city’;  ‘every  one 
of  these  items  is  the  best  that  money  can  buy’;  ‘fastest  selling 
coffee’;  ‘lowest  price  on  everything’;  ‘save  the  most  on  the  best’; 
‘finest  quality — lowest  prices’;  ‘carload  prices’;  ‘the  finest  coffee 
at  any  price’;  ‘lowest  prices  in  the  city’;  ‘for  best  values  always 
shop  at — ’  and  similar  superlative  claims  are  being  widely  used 
and  carry  with  them  plenty  of  trouble  unless  the  advertiser  is 
prepared  to  prove  such  claims  of  superiority. 

“The  advertising  manager  of  one  of  the  leading  chains  sounds 
a  justified  note  of  warning  in  this  connection. 

“  ‘Good  advertising  can  be  written  without  the  use  of  superla¬ 
tives  and  even  without  the  use  of  comparatives,’  he  writes.  ‘Since 
these  things  are  apt  to  bring  the  advertising  of  the  food  indus¬ 
try  into  disrepute  with  both  the  Federal  Trade  Commission  and 
the  public,  why  continue  to  use  them?’ 

“How  about  censoring  your  advertising?” 


VOLUNTARY’S  ANNIVERSARY 


CLOVER  FARM  STORES  CORPORATION,  sponsors  of  the 
nation-wide  Clover  Farm  Stores,  voluntary  group,  will  cele¬ 
brate  the  12th  anniversary  of  the  founding  of  the  organization 
with  a  two-day  convention  in  Cleveland  October  11-12. 

The  group  will  stage  a  food  exhibit,  “Clover  Farm  On 
Parade,”  in  connection  with  the  convention,  featuring  a  complete 
opened  package  display  of  almost  every  type  of  food  product 
packed  under  the  “Clover  Farm”  label.  “Last  year’s  array  of 
canned  fruits  and  vegetables,”  the  organization  says,  “caused  so 
much  favorable  comment  that  it  was  decided  this  year  to  extend 
the  display  to  the  entire  line.” 

An  attendance  of  more  than  1,000  affiliated  wholesale  and 
retail  grocers  is  looked  for  at  the  Cleveland  meeting. 


CHAINS  PLAN  MEETING 

A  SERIES  of  group  conferences  on  phases  of  chain  grocery 
operations  will  feature  the  annual  convention  of  the 
National  Association  of  Food  Chains  which  will  be  held  at  the 
Hotel  Blackstone,  Chicago,  October  10,  11,  and  12. 

Tentative  program  plans  are  now  being  formulated  by  John 
A.  Logan,  executive  vice-president  of  the  association. 

It  is  expected  that  discussion  at  this  year’s  meeting  will  promi¬ 
nently  feature  chain  store  taxes  in  the  various  states,  as  well  as 
the  proposed  Patman  federal  chain  store  tax  bill,  which  is 
scheduled  to  come  before  Congress  early  in  January  and  which 
is  receiving  strong  support  from  organized  groups  of  indepen¬ 
dent  retail  grocers  and  retailers  in  other  lines  of  business  as 
well. 


An  article  which  recently  appeared  in  the  New  York  Times, 
indicating  that  super-market  growth  in  the  food  field  had 
passed  its  peak,  has  aroused  sharp  conflict  in  sentiment  in  food 
trade  circles.  The  article  in  question  was  based  on  a  report  that 
A.  &  P.  was  about  finished  with  its  incursion  into  the  super  field, 
and  said  in  part: 

“Although  officials  of  the  A.  &  P.  denied  any  such  decision, 
considerable  interest  developed  in  the  food  trade  last  week  over 
the  report  that  the  chain  had  ordered  a  halt  on  all  negotiations 
for  new  super  market  sites.  This  action  was  supposed  to  be  in 
line  with  the  growing  belief  that  the  super  market  boom  has 
about  reached  its  peak  and  that  from  now  on  it  may  be  expected 
to  wane  in  many  sections  of  the  country. 

“While  no  exact  figures  are  available,  the  A.  &  P.  was  reported 
to  have  opened  considerably  more  than  500  super  markets  in 
the  last  year  and  a  half  throughout  the  country.  Reasons  given 
for  the  reported  change  in  the  A.  &  P.  policy  were  pyramiding 
costs  of  closing  old  stores  and  opening  super  markets,  inability 
to  obtain  personnel  trained  in  this  type  of  retailing,  and  the  fact 
that  volume  in  the  large  markets  was  not  as  profitable  as  had 
been  expected.  A.  &  P.  executives,  in  rebuttal,  stated  that  they 
had  no  fixed  policy  on  super  markets,  that  the  number  opened 
varied  from  week  to  week  and  was  dependent  upon  the  avail¬ 
ability  of  suitable  locations.  They  stated  that  no  order  had  gone 
out  to  end  the  hunt  for  suitable  sites.” 

While  it  may  very  well  be  true  that  A.  &  P.  is  slowing  down 
its  expansion  in  the  super-market  field,  such  a  move  would  be  a 
logical  one  to  afford  the  chain  a  “breathing  spell”  in  which  to 
consolidate  the  operations  of  this  new  division  of  its  business. 

Available  evidence  with  respect  to  the  remainder  of  the  gro¬ 
cery  trade,  however,  certainly  discloses  no  slowing  down  of  the 
trend  toward  super  operation.  Reports  from  all  of  the  country 
constantly  indicate  the  opening  of  new  super  markets,  or  the 
conversion  of  existing  chain  units,  and  in  some  cases,  indepen¬ 
dent  retail  grocery  stores,  to  the  super-market  type  of  operation. 


SUPER  ATTENDANCE  UP 

Next  week’s  annual  convention  of  the  Super  Market  Insti¬ 
tute  will  attract  a  record  attendance  of  operators  of  this 
type  of  food  store,  as  well  as  a  large  representation  of  food 
products  manufacturers,  according  to  word  reaching  the  Insti¬ 
tute’s  headquarters  in  New  York. 

The  extensive  program  prepared  for  the  meeting,  which  will 
feature  a  complete  symposium  on  every  type  of  operation 
peculiar  to  the  “supers,”  has  aroused  widespread  interest  in  the 
trade,  where  some  features  of  the  super’s  activities  have  not 
been  clearly  understood.  In  connection  with  this  phase  of  the 
convention  program,  it  would  not  be  surprising  if  some  :ood 
wholesalers,  interested  in  the  possibility  of  super-market  opera¬ 
tion,  showed  up  for  the  Institute  convention,  trade  obser ’ers 
believe. 

As  previously  announced,  the  foi’mal  program  for  the  meeting 
will  deal  largely  with  problems  connected  with  price  mainte¬ 
nance  on  nationally  advertised  food  brands.  It  is  also  expe  'ted 
that  the  super  operators  will  make  plans  for  cooperating  in  the 
staging  of  the  second  annual  Nationally  Advertised  Br&nds 
Week  now  scheduled  to  be  held  in  the  grocery  industry  dur  ing 
the  period  February  9-18. 
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WANTED  and  FOR  SALE 

This  is  a  page  that  mzist  be  read  each  week  to  be  appreciated.  You  are  unlikely  to  be  interested  every  week  in  what 
is  offered  here,  but  it  is  possible  you  will  be  a  dozen  times  in  the  year.  If  you  fail  to  see  and  accept, 
your  opportunity  and  money  are  lost.  Rates  upon  application. 


FOR  SALE— MACHINERY 


SITUATIONS  WANTED 


CONSOLIDATED  OFFERS:  Copper  and  Aluminum  Cooking 
Kettles;  Retorts;  Can  and  Bottle  Labelers;  Glass  Lined  Tanks; 
Pumps;  Vacuum  Pans,  etc.  A-1  condition.  Quick  delivery.  We 
buy  and  sell  from  a  single  item  to  a  complete  plant.  Consolidated 
Products  Co.,  Inc.,  18-20  Park  Row,  New  York  City. 

FOR  SALE — Sewage  or  Disposal  Plants  and  equipment  for 
chlorinating  polluted  water.  Write  us  in  regard  to  the  only 
nationally  accepted  sewage  screen  for  waste  disposal;  also  regard¬ 
ing  equipment  for  chlorinating  waste  cannery  water.  We  can 
help  you  conform  with  state  laws  at  little  expense.  A.  K.  Robins 
&  Co.,  Inc.,  Baltimore,  Md.  Manufacturers  of  canning  machinery. 

FOR  SALE — Two  Hydraulic  Presses,  complete.  Make  us  an 
offer.  Edwin  Fallas  &  Co.,  Lowell,  Mich. 

FOR  SALE — 1  Ayars  Universal  Tomato  Filler  equipped  for 
No.  2V2  and  3  cans,  $200.00.  No.  2  change  parts,  $45.00.  1  old 
A.  K.  Robins  Tomato  Washer,  $75.00.  2  dozen  A.  K.  Robins 

Blanching  Baskets,  $2.00  a  piece.  All  F.  O.  B.  St.  Louis  subject 
to  prior  sale.  Midwest  Federated  Cooperatives,  220  S.  Boyle 
Ave.,  St.  Louis,  Mo. 


WANTED — Position  as  Superintendent  or  Food  Chemist. 
Nine  years  technical  experience  in  canning  plant  and  laboratory 
work  as  food  chemist  and  supervisor.  Employed  at  present  but 
desire  change  to  a  smaller  city.  Address  Box  B-2282  c/o  The 
Canning  Trade. 

POSITION  WANTED — As  Superintendent  or  Manager  by 
experienced  man.  Prefer  plant  canning  a  dry  pack.  Good 
references.  Location  not  essential.  Address  Box  B-2301  c/o  The 
Canning  Trade. 

POSITION  WANTED — By  pickling  expert,  authority  on 
pickling  methods,  hot  or  cold  processing,  any  and  all  styles  of 
pickles,  relishes,  sauces,  brine  stock,  mayonnaise.  Outstanding 
experience  from  seed  to  finished  product.  Age  37,  married. 
Excellent  references.  Can  take  full  charge.  Address  Box 
B-2309  c/o  The  Canning  Trade. 

POSITION  WANTED — As  Manager.  15  years’  experience 
with  three  major  companies;  3  years  with  present  company. 
Will  go  anywhere;  prefer  West  or  Northwest.  Address  Box 
B-2324  c/o  The  Canning  Trade. 


WANTED  — MACHINERY 


WANTED — Two  used  standard  Process  Kettles  with  fittings 
in  good  condition.  St.  Marys  Canning  Co.,  St.  Marys,  Ga. 


HELP  WANTED 


WANTED — A  Foreman  for  a  cannery  in  a  British  West 

Indian  island.  Must  have  practical  knowledge  of  grapefruit 
and  pineapple  canning,  and  knowledge  of  the  equipment  and 
machinery  used  therefor.  All  year  round  employment.  State 
age,  experience  and  salary  expected.  Address  Box  B-2323 
c/o  The  Canning  Trade. 

Plain. 

Varnished. 

PHyMCDC  SUPPLIES,  ACCES- 
liftliritno  SORIES,  SUNDRIES 

Embossed. 

Anything  that  Is  Required  in 
a  Ca  ining  Plant 

•  Buck  ,s.  Pans,  Diooers  of  monel,  enameled  steel,  stainless  1 

steel,  c' .  ninum,  CMC  coated;  Steel  Stools;  Wooden  Stools,-  ■  * 

Cloves-  ubber,  rubber-coated  and  canvas;  Rubber  Aprons,-  •  Ip***^^ 

xreens  r  pulpers  and  Finishers;  Gasoline  Firepots;  Tippins  ||  ^ 

Copper  Soldering  Steels,-  Solder;  Peeling  Checks;  Tomato  ® 

. ...',1,'  '‘*'"05,-  Knives — for  tomatoes,  corn  and  vegetables —  CKACortcMr-v  cco\/ir-c 

ANVTI  nig  you  need,  q  Refer  to  your  copy  of  the  new  Lang-  ^ER^C^^ 

senkamr  ..atalog  No.  38,  or  wire  or  write  for  immediate  infor-  „  v  y  -i 

matione-d  prices  •^°o>s-AJpre  Koils, 

Replacement  Screens,  etc. 

THE 

Simpson  s  Doeller 

CO. 

F.  \.  LANGSENKAMP  COMPANY 

©ALTIMORE.MD. 

Efficiency  in  the  Canning  Plant** 

1  N  1  A  N  A  P  O  L  1  S,  INDIANA 

September  12,  1£38 


we  can’t  get  away  from  the  idea 
that  most  people  like  to  do  business  with  concerns  that  are  friendly  and 
W  helpful.  #>  We  started  out  with  that  idea  and  we’re  still  sticking  to  it.  The 

facts  seem  to  prove  that  we’re  right  ...  for  practically  all  of  our  customers  tell 
us  they  like  our  service  and  the  way  we  do  business.  ♦  Perhaps  you,  too,  would 
like  to  sample  the  kind  of  service  Crown  gives  its  customers.  Why  not  talk  it  over 
with  a  Crown  Can  Representative?  To  do  so  places  you  under  no  obligation. 


Division  of  Croton  Cork  &  Seal  Company 


Packers*  Cans  for  1938  sold  f.o.b.  Philadelphia,  Balti¬ 
more,  St.  Louis,  Houston,  Madison  and  other  selected  points. 


J 
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THE  MARKETS 

IN  THE  LEADING  CANNED  FOODS  CENTERS 


WEEKLY  REVIEW 

Buyers  Refuse  To  Abandon  Their  Waiting  Policy — ^Tomato 
Prices  Better  But  Still  Too  Low — Good  Corn  At  Low  Prices — 
What  the  Exports  Show. 

WAITING — Asked  a  canner  this  week  what  the 
market  was  and  his  reply  was :  “What’s  the  dif¬ 
ference,  the  buyers  will  not  buy.”  He  was  hold¬ 
ing  extra  standard  Pennsylvania  tomatoes,  2’s,  at  80 
cents,  but  said  he  was  about  done  canning,  and  would 
not  can  unless  the  orders  were  in  hand.  Another  old 
tomato  canner,  in  this  week,  said  he  would  close  up  his 
cannery,  in  Delaware,  on  Wednesday  and  pay  off,  with 
only  about  25  per  cent  of  his  normal  pack.  Tomato 
prices  to  the  growers  have  gone  up :  U.  S.  grade  1  60 
cents  per  bushel,  2’s  55  cents  and  field  run  at  50  cents. 
No.  2  standard  tomatoes  cannot  be  packed  at  those 
prices  and  sold  even  at  62 cents,  and  so  these  inde¬ 
pendent  canners  are  stopping.  But  the  crop  has 
stopped,  the  first  year  we  can  recall  when  there  was  no 
semblence  of  a  tomato  glut.  Speculation  as  to  the  ulti¬ 
mate  size  of  the  tomato  pack  is  rank  nonsense  at  this 
time,  but  crop  reports  seem  to  show  definitely  that  it 
cannot  come  anywhere  near  last  year’s  pack.  Market 
information  or  crop  reports  have  no  infiuence  on  the 
buyers ;  they  “feel”  that  it  is  better  to  wait  and  to  buy 
a  few  cases  as  needed,  until  they  feel  more  certain  of 
all  conditions,  not  only  crop  conditions.  This  makes 
hara  sledding  for  the  small  canner  who  must  sell,  and 
for  the  financed  canners,  but  every  canner  ought  to 
kno- ;  that  when  these  elements  are  selling,  he  must 
keep  out  of  the  market.  Tomatoes  are  firmer,  and  since 
the  rices  have  come  back  from  37  V2  cents  and  521/2 
cent .  to  40  cents  and  621/2  cents  many  seem  to  feel  that 
the  larket  is  on  the  mend.  The  market  ought  to  be 
50  c  nts  and  75  cents  as  we  write,  and  we  believe  it  will 
be  e  riler  than  usual,  as  soon  as  the  packs  are  definitely 
ovei  There  is  a  tremendous  hole  to  fill  up  before  the 
disl  'butors  can  be  said  to  be  normally  supplied,  and 
it  c  iy  requires  some  sales-resistance  on  the  part  of 
can  }rs  to  get  prices  there. 

C  ;n  is  drawing  to  its  canning  close.  Generally  the 
qua  ly  is  reported  very  fine,  and  the  cans  per  ton  yield 
far  below  expectations  or  normal.  So  corn  will 


probably  take  care  of  itself.  It  has  not  shown  weakness 
which  tomatoes  have  shown,  but  again  that  is  only 
normal.  There  is  no  pressure  to  sell,  we  understand. 
Extra  standard,  whole  grain  golden  bantam  corn  at 
80  cents  to  85  cents  ought  to  be  cheap  enough  for  the 
closest  buyer.  Two’s  fancy.  Grade  A,  is  quoted  at  90 
cents.  We  have  ben  told,  and  we  are  inclined  to  believe, 
that  all  reputable  buyers  are  demanding  these  Certifi¬ 
cates  of  Grade  on  all  goods.  Why  wouldn’t  they  ?  They 
would  know  what  they  are  getting,  and  the  canner 
would  get  the  price  the  quality  deserves.  And  that 
would  leave  the  disreputables  to  the  disreputable 
buyers.  That  makes  it  hard  plugging  for  the  bargain 
pushers  and  buyers,  but  that  is  nothing  to  worry  about. 

Lima  beans  are  enjoying  the  spot-light  because  this 
section  is  famous  for  its  fine  green  limas,  which  many 
sections  are  not  able  to  produce  at  all.  Two’s  fresh 
white  limas  are  quoted  as  low  as  721/0  cents;  standard 
green  and  white  (25  per  cent  green)  at  75  cents; 
medium  green  at  $1.15,  which  tells  its  own  story,  with 
fancy  small  green  at  $1.20  and  up.  Fancy  tiny  green 
at  $1.35.  Ten’s  green  and  white  $4.50,  while  fancy 
^’small  are  held  at  $6.25.  And  if  we  understand  the 
situation  properly  there  will  be  but  little  if  any  surplus 
after  futures  are  delivered. 

Stringless  bean  prices  are  dragging  badly,  as  you  will 
note. 

Standard  4’s  peas  are  quoted  here  at  62V^  cents; 
extra  standard  3’s  at  75  cents;  sweet  peas,  ungraded 
2’s  standard  at  75  cents  and  extra  standards,  at  80 
cents. 

Sweet  potatoes  are  about  on  the  canners’  tables,  and 
the  prices  are:  2’s  fancy  dry  pack  70  cents;  2i/4’s  871/0 
cents ;  lO’s  $3,  and  fancy  syrup  pack  2’s  75  cents;  21/2’s 
971/0  cents ;  lO’s  $3.25.  Three’s  squat  can  at  87i/o  cents. 

EXPORTS  —  When  we  have  a  surplus  of  canned 
foods  a  lot  of  canners  turn  longing  eyes  upon  what  they 
believe  might  be  an  outlet,  a  good  export  business.  Ex¬ 
ports  for  July  show  asparagus  to  be  about  the  only 
vegetable  item  of  which  all  countries  seem  to  take  some. 
The  total  export  was  1,687,043  lbs.,  worth  $233,337. 
Baked  beans  were  next,  with  463,140  lbs.,  worth 
$18,982.  Of  corn  the  exports  show  171,139  lbs.,  worth 
$10,724 ;  canned  peas  were  better,  showing  232,606  lbs.. 
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worth  $16,926.  Tomatoes  showed  45,574  lbs.,  worth 
$2,686.  But  our  insular  possessions  took  goodly  quanti¬ 
ties  of  canned  tomatoes,  Alaska,  over  100,000  lbs.; 
Hawaii,  36,389  lbs.,  and  Porto  Rico  and  the  Virgin 
Islands,  about  18,000  lbs.  They  like  our  canned  soups, 
also,  total  exports  reaching  in  July  245,218  lbs.,  worth 
$23,078. 

In  fruits  the  exports  are  better.  Apricots  showed 
3,150,125  lbs.,  worth  $210,099,  and  peaches  and  pears 
even  heavier.  It  must  be  remembered,  Europe  has 
been  buying  more  heavily  of  all  food  products  during 
the  past  few  months  than  for  any  time  in  years.  Their 
fruits  were  killed  by  the  early  freezes,  and  so  too  with 
many  of  their  staple  vegetables  crops.  But  there  is 
a  tinge  of  war  time  buying  to  it,  also. 

NEW  YORK  MARKET 

By  “New  York  Stater” 

Special  Correspondent  of  “The  Canning  Trade” 

interest  Developing — Buyers  Closely  Following  Price  Trends — 
Southern  Tomatoes  Firm  —  Corn  Continues  Slack  —  Wide 
Variation  In  Pea  Prices — Maine  Sardines  Short  —  Salmon 

Advances — Grapefruit  improved — Beans  Get  Attention. 

New  York,  September  9,  1938. 

HE  SITUATION  —  While  Monday’s  holiday  cut 
into  business  somewhat,  interest  in  canned  foods 
was  on  the  up-grade  in  the  local  market  during 
the  past  week.  Buyers  were  following  price  develop¬ 
ments  rather  closely,  and  most  of  the  actual  business 
was  on  “deals”  on  at  inside  prices  on  items  which  are 
showing  stronger  trends.  Reports  of  excessive  produc¬ 
tion  of  many  canning  crops  are  still  unsettling  market 
sentiment.  Maine  sardines  continue  definitely  short, 
and  a  better  tone  was  imparted  to  the  salmon  market 
with  an  upward  move  on  pinks.  Fruits  continue  quiet. 
In  the  vegetable  line,  outstanding  firmness  is  in  evi¬ 
dence  on  southern  tomatoes,  with  other  products 
unchanged. 

THE  OUTLOOK — Distributors  are  still  reluctant 
to  “take  a  position”  insofar  as  forward  commitments 
are  concerned,  and  little  buying  beyond  immediate 
needs  is  in  sight  on  the  general  line  for  the  immediate 
future.  There  is  some  skepticism  regarding  the  out¬ 
look  for  a  successful  co-operative  marketing  of  this 
year’s  large  pea  pack.  Uncertainty  regarding  F.S.C.C. 
buying  plans  and  possible  pegging  of  markets  for  some 
canned  foods  items  is  also  contributing  to  the  general 
lack  of  confidence  in  the  forward  position. 

TOMATOES — Southern  packers  are  showing  steady 
price  views,  and  the  trade  is  more  inclined  to  stock 
more  liberally  for  prompt  requirements  at  today’s  going 
prices,  which  are  40  cents  for  standard  Is,  621/2  cents 
for  2s,  85  cents  for  21/2S,  and  $2.90  for  10s,  L  o.  b. 
canneries.  Not  all  packers  are  willing  to  book  at  these 
figures,  and  some  quotations  2V^  to  5  cents  higher  on 
the  so-called  table  sizes  are  heard.  In  the  midwest. 


canners  are  generally  holding  the  market  at  65  cents 
for  2s  and  $3.00  for  10s. 

CORN — With  new  pack  fancy  corn  freely  offered  at 
90  cents,  factory,  and  special  discounts  for  early  ship¬ 
ment  bringing  this  price  down  to  the  basis  of  85  cents, 
canneries,  jobbers  envisage  a  more  spirited  demand 
for  fancy  stock  this  season.  Forward  buying,  how¬ 
ever,  continues  slack.  Demand  for  standard  corn  has 
been  lagging  during  the  week,  with  no  price  change 
reported. 

PEAS — Progress  of  the  new  canners’  co-operative 
move  is  being  closely  followed  by  the  trade.  Standard 
peas  are  still  freely  offered  at  62 1/0  cents  and  upwards 
at  canneries,  with  trading  in  fancy  sieves  around  $1.00. 
Considerable  price  variation  is  reported  on  fancy  peas, 
particularly  in  the  midwest,  the  anxiety  of  canners  to 
liquidate  part  of  their  new  season’s  pack  apparently 
being  the  determining  point  in  many  transactions. 

SARDINES — Jobbers  are  picking  up  Maine  sar¬ 
dines,  where  available,  for  immediate  needs.  Reports 
from  Maine  this  week  indicate  that  while  the  run  of  fish 
has  picked  up  slightly,  there  is  no  possibility  of  over¬ 
coming  the  early  season  deficiency,  and  it  is  expected 
that  the  current  season’s  pack  will  run  750,000  cases 
or  more  short  of  normal  output. 

SALMON — Pink  salmon  was  “upped”  by  a  number 
of  sellers  this  week,  and  the  market  is  now  apparently 
firmly  established  on  the  basis  of  $1.00  per  dozen, 
f.  o.  b.  Seattle.  Reds  and  chums  remain  unchanged. 
The  renewed  firmness  in  pinks  is  attributed  to  later 
developments  in  Alaska,  indicating  that  the  1938  pack 
will  be  short  when  final  figures  are  tabulated.  A  labor 
decision  adding  substantially  to  packers’  costs  for  the 
season  just  ending  was  also  a  potent  factor  in  bringing 
about  the  current  advance  in  pinks.  Jobbing  demand 
for  salmon  is  still  routine,  although  a  pick  up  in  chain 
buying  is  reported.  The  A.  &  P.  is  currently  featuring 
fancy  red  salmon  at  two  cans  for  35  cents,  retail,  in 
metropolitan  New  York,  which  compares  with  a  price 
of  25  to  30  cents  per  can  in  many  independent  retail 
grocery  stores. 

GRAPEFRUIT — F.S.C.C.  buying  has  brought  about 
a  better  tone  in  the  market  for  canned  grapefruit  juice 
and  has  halted  a  price  break  which  carried  the  market 
for  unsweetened  juice  in  Texas  down  to  50  cents,  with 
reports  of  45  cent  offerings  at  one  time.  Currently, 
the  market  has  rallied  to  about  571/2  cents  for  un¬ 
sweetened  and  60  cents  for  sweetened  juice,  f.  o.  b. 
Florida  and  Texas  canneries,  and  Federal  buying  is 
being  counted  upon  by  the  packers  to  hold  the  market 
at  these  minimum  levels. 

CALIFORNIA  FRUITS  —  Chains  are  believed  to 
have  picked  up  substantial  blocks  of  cling  pea:hes 
recently  around  $1.00  to  $1.05  for  standard  2i/)S  and 
$2.10  to  $2.15  for  choice  2i/)S,  and  are  currently  fea¬ 
turing  this  fruit  at  low  retail  prices.  Currently,  the 
market  is  rather  quiet  on  the  coast.  Bartlett  pears  for 
coast  shipment  are  coming  in  for  a  little  interest,  with 
standard  2i/^s  reported  available  in  some  quarteis  at 
$1.30,  and  choice  at  $1.40,  f.  o.  b.  canneries  or  con.inon 
shipping  point.  ’Cots  continue  to  show  strength. 
Cherries  are  moving  better,  and  recent  price  reductions 
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also  appear  to  have  stimulated  the  sale  of  fruit  cock- 
taij  and  fruits-for-salad. 

BEANS — More  interest  in  eastern  beans  is  reported 
this:  week,  and  the  market  is  holding  steady  at  recent 
price  levels.  Reports  from  the  midwest  indicate  that 
the  pack  has  run  below  expectations,  with  standard  cut 
beans  out  of  Wisconsin,  reported  selling  on  the  basis 
of  75  cents,  delivered  at  Chicago,  with  10s  at  $3.25. 

APPLE  SAUCE — Canners  are  now  shipping  new 
pack  apple  sauce,  with  a  fair  demand  reported. 
Southern  packers  are  quoting  2s  on  the  basis  of  65 
cents  minimum,  with  10s  at  $2.60  and  upwards,  f.  o.  b. 
canneries.  The  chains  are  reported  taking  sauce  in 
good  volume  and  are  expected  to  feature  this  fruit  at 
low  prices  at  retail. 

SWEETS — With  southern  packers  now  running  on 
sweet  potatoes,  more  buying  interest  has  developed  at 
the  attractive  price  levels  now  current.  On  dry  pack 
2s  are  held  at  70  cents  and  upwards,  with  2i/^s  at 
87V2  cents  and  10s  at  $3.00,  while  fancy  in  syrup  hold 
at  75  cents  for  2s,  9714  cents  for  2i/2S,  and  $3.25  for 
10s,  all  f.  o.  b.  canneries. 

• 

CHICAGO  MARKET 

By  “Illinois” 

Special  Correspondent  of  “The  Canning  Trade” 

Tomatoes  In  Strong  Position — Corn  Unchanged — All  Eyes  To 
Pea  Co-operative — Buyers  Curious  Of  Beet  Prices  —  Pears 
Stronger — Other  Items  Unchanged. 

Chicago,  September  9,  1938. 

ENERAL  MARKET — There  wasn’t  much  busi¬ 
ness  on  Tuesday  and  Wednesday  of  this  week. 
Buyers  and  brokers  were  recovering  from  the 
extra  Labor  Day  holiday. 

The  steel  mills  out  in  South  Chicago  and  Gary,  Ind., 
are  employing  more  men.  Several  railroads  have 
called  back  employees  that  had  been  laid  off  in  the 
early  summer.  Other  industries  are  reporting  more 
favorably.  All  this  makes  for  a  spirit  of  optimism  and 
those  in  the  canned  food  business  are  looking  hopefully 
for  Increased  volume. 

TOMATOES — There  is  an  old  saying  that  you  never 
have  three  good  crops  in  any  one  season  of  peas,  corn 
and  omatoes.  It  looks  like  that  will  be  the  case  this 
year  It  is  unnecessary  to  remind  the  readers  of  this 
colu  m  about  the  good  crop  and  large  pack  of  peas. 
One  has  to  mention  that  item  with  caution.  Corn 
pror  /ses  to  be  a  large  crop  too  but  tomatoes  will  un- 
doul  edly  be  a  light  one. 

T  )se  who  ought  to  know  say  that  this  year’s  pack 
in  I  liana  and  Ohio  cannot  exceed  70  per  cent  of  last 
year  There  are  some  who  say  it  won’t  go  50  per  cent. 
Ton  toes  seem  to  occupy  a  very  strong  or  firm  position 
but  he  general  market  is  not  being  supported  in  a 
brot  .  or  liberal  manner.  While  standards  can  be  had 
tod£;  in  Indiana,  on  the  basis  of — No.  2  tin  standard 
tom  L  toes,  65c  Indiana  factory.  No.  21/2  tin  standard 


tomatoes,  85c  Indiana  factory.  It  is  said  that  such 
lots  are  few  and  far  between  and  that  most  sellers 
are  holding  for  70c  and  90c. 

Distributors  who  feature  good  quality  extra  stan¬ 
dards  and  fancies,  are  finding  it  difficult  to  obtain 
proper  quality.  The  tomato  is  not  holding  up  as  it  has 
in  seasons  gone  by,  due  to  rainy  conditions.  The  color 
is  not  as  good  as  it  usually  is.  All  this  makes  for  a 
very  firm  market  on  those  grades  which  are  quoted 
today  at — No.  2  tin  extra  standard  Indiana  tomatoes 
at  80c  to  90c  factory.  No.  21/^  tin  extra  standard  Indi¬ 
ana  tomatoes  at  $1  to  $1.10  factory.  No.  10  tin  extra 
standard  Indiana  tomatoes  at  $3.25  to  $3.50  factory. 

CORN — Packing  conditions  have  been  quite  spotted. 
Some  sections  of  the  Central  Western  States  have  had 
good  yields  while  others,  particularly  in  Indiana,  light 
crops  have  been  registered.  The  market  is  unchanged 
and  there  is  little  doing  in  the  way  of  buying.  Some 
No.  2  tin  standard  crushed  white  corn  has  been  offered 
as  low  as  60c  factory  with  few  buyers. 

No.  2  fancy  whole  kernel  golden  bantam  has  regis¬ 
tered  a  decline,  due  to  canners  featuring  national  ad¬ 
vertised  brands  having  reduced  prices.  The  market 
on  No.  2  fancy  whole  kernel  golden  bantam  ranges 
from  85c  to  90c  factory. 

No.  10  tin  corn  has  been  wanted  on  certain  large 
bids  and  it  doesn’t  seem  as  if  that  particular  size  is  in 
over-supply. 

PEAS — No  one  talks  about  trying  to  sell  peas  these 
days.  Everyone  talks  about  the  new  organization ;  that 
it  is  really  going  to  do  something;  that  the  canners 
throughout  the  U.  S.  A.  are  getting  behind  the  move¬ 
ment  such  as  they  never  have  done  in  the  past  and 
that  the  trade  will  soon  realize  there  is  a  constructive 
program  under  way  that  will  spell  for  increased  busi¬ 
ness  through  the  retail  channels. 

BEETS — Wisconsin  beet  canners  seem  to  have  one 
price  and  the  trade  are  wondering  if  there  has  been 
some  agreement  affected.  If  present  quotations  are 
maintained,  buyers  at  large  will  appreciate  it,  because 
it’s  like  everything  else  in  the  canned  food  line,  more 
beets  will  be  marketed  if  the  jobbing  distributor  knows 
that  he  is  not  going  to  be  up  against  cut-throat  compe¬ 
tition.  Some  of  the  prevailing  prices  are — No.  2  tin 
fancy  cut  beets,  65c  Wisconsin  factory;  No.  2  tin  fancy 
sliced  beets,  70c  Wisconsin  factory;  No.  2  tin  fancy 
diced  beets,  70c  Wisconsin  factory;  No.  10  tin  fancy 
cut  beets,  $2.75  Wisconsin  factory;  No.  10  tin  fancy 
diced  beets,  $3  Wisconsin  factory. 

GREEN  AND  WAX  BEANS— Little  change  has 
occurred  in  this  market.  A  goodly  demand  has  ruled 
on  the  better  qualities.  Chicago  jobbers  are  not  inter¬ 
ested  in  the  low  prices  Eastern  standard  cuts. 

SAUER  KRAUT — Cabbage  will  soon  be  ready  for 
cutting  and  some  little  pressure  has  been  noted  for 
delivery  about  October  1st.  Quotations  average — No.  2 
fancy  sauer  kraut,  60c  to  65c  factory;  No.  21/2  fancy 
sauer  kraut,  70c  to  75c  factory. 

LIMA  BEANS — Unfavorable  crop  reports  from  the 
East  will  doubtless  enable  some  of  the  Michigan  and 
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Wisconsin  canners  to  market  their  packs  rather  advan¬ 
tageously.  Crops  in  this  district  are  good.  Prices  aver¬ 
age  about  the  same  as  reported  some  month  or  more 
ago  in  this  column. 

CALIFORNIA  FRUITS — Peaches  are  just  plodding 
along.  No  particular  interest  is  noted  in  them.  No. 
21/4  standard  yellow  cling  are  available  at  $1.05  Coast 
and  choice  at  $1.15.  Some  pressure  has  been  brought 
to  bear  to  sell  No.  10  tin  peaches,  particularly  the 
solid  pack  pies,  but  the  response  was  limited. 

Yellow  frees  such  as  Elbertas  from  the  Pacific 
Northwest  are  commanding  attention  and  some  quo¬ 
tations  are  noted — No.  21/2  fancy  Elbertas,  $1.80;  No. 
21/2  choice  Elbertas,  $1.65;  No.  21/2  standards  Elbertas, 
$1.30,  f.  o.  b.  Washington  cannery.  It  is  said  this  fruit 
is  superior  to  that  of  California. 

PEARS — Pacific  Northwest  reports  a  light  crop  of 
pears  with  a  resulting  stronger  market.  Several  of  the 
leading  canners  have  now  withdrawn  their  opening 
quotation.  No.  21/2  choice  Bartletts  at  $1.45  Coast  are 
looked  upon  more  kindly  by  the  buyer. 

THE  FISH  LINE — Limited  offerings  are  emanating 
from  the  Gulf  on  shrimp  but  bookings  have  been  light 
to  date  in  Chicago.  Tuna  is  holding  its  own  with  some 
heavy  commitments  made  on  Japanese  tuna  for  ship¬ 
ment  out  of  New  York  City.  Salmon  is  beginning  to 
evidence  a  little  firmness  after  a  somewhat  hectic 
summer. 

PATMAN  ANTI-CHAIN  BILL— Here  is  what  a 
prominent  man  said  the  other  day :  “I  am  in  favor  of 
the  Patman  Chain  Store  Bill  as  it  will  make  each  unit 
in  each  state  take  care  of  its  own  overhead  and  not  be 
bunched  on  a  national  scale  with  the  profitable  stores 
carrying  the  ‘cut-rate’  bait  stores  until  they  kill 
competition.” 

• 

CALIFORNIA  MARKET 

By  “Berkeley” 

Special  Correspondent  of  “The  Canning  Trade" 

Holidays  and  Short  Weeks — Holding  Down  the  Peach  Pack — 

Market  Price  Firmer — Fair  Volume  of  Export — Pineapple 
Extended — Tomato  Prices  Announced — Salmon 
Advanced — Jap  Tuna  Scarcer. 

San  Francisco,  Calif.,  September  8,  1938. 

Holidays — A11  places  of  business  were  closed 
on  Labor  Day  and  many  were  likewise  closed 
on  Admission  Day,  September  9th,  California’s 
private  holiday.  For  more  than  a  year,  some  of  the 
larger  concerns  have  closed  shop  on  Saturday,  so  that 
for  them  there  were  but  three  full  business  days  this 
week. 

PEACHES  —  The  peach  situation  is  still  of  para¬ 
mount  interest,  and  progress  of  the  pack  is  being  care¬ 
fully  watched.  It  is  becoming  quite  evident  that  the 
size  of  the  pack  is  being  held  down,  but  it  is  still  difficult 
to  estimate  it  within  a  million  cases,  which  is  quite  a 
lot  of  fruit  in  itself.  Many  canners  are  not  operating 


and  much  less  employment  is  being  given  workers  ihan 
a  year  ago.  The  market  has  quieted  down  somewhat, 
but  at  the  same  time  is  firmer.  The  group  of  ppach 
growers  packing  on  a  cooperative  basis  this  season  is 
holding  firm  at  $1.10  for  No.  21/2  standards  and  $1.20 
for  choice.  Some  sales  of  standards  were  made  by  out¬ 
side  interests  at  $1.00,  but  it  now  develops  that  these 
were  highly  touted  and  that  the  quantities  were  much 
smaller  than  reported.  More  were  sold  at  $1.05,  but 
still  larger  quantities  have  moved  at  the  accepted  mar¬ 
ket  price  of  $1.10.  Reports  from  distributors  from  all 
over  the  country  indicate  that  at  the  low  retail  prices 
being  quoted,  canned  peaches  are  going  into  consump¬ 
tion  in  unusually  large  quantities,  considering  the 
season.  The  impression  seems  general  here  that  prices 
may  be  expected  to  advance,  but  that  changes  will  come 
gradually. 

EXPORTS — A  fair  volume  of  export  business  has 
been  booked  on  California  fruits,  buyers  abroad  being 
attracted  by  the  very  low  prices  prevailing  on  most 
lines.  The  negotiations  that  have  been  under  way  with 
Great  Britain  for  a  trade  agreement  have  held  back 
some  business,  but  on  the  settlement  of  these  a  marked 
improvement  is  expected.  The  virtual  failure  of  fruit 
crops  throughout  Europe  has  stimulated  interest  in 
California  fruits  but,  unfortunately,  much  of  this  will 
not  pass  the  wistful  longing  stage. 

PINEAPPLE  —  The  shipment  date  on  Hawaiian 
pineapple  at  the  list  that  has  prevailed  in  recent  months 
has  been  extended  to  September  30,  from  August  31. 
Formal  announcement  of  the  extension  was  not  made 
until  a  later  date,  causing  a  little  uncertainty  for  a  time. 

TOMATOES  —  Under  date  of  September  1,  the 
California  Packing  Corporation  brought  out  its  1938 
tentative  opening  prices  on  California  tomatoes  and 
tomato  products.  Prices  on  Del  Monte  brand  solid  pack 
tomatoes  are:  No.  1  tall,  80  cents;  No.  2  tall,  92 V2  cents; 
No.  21/2,  $1.25,  and  No.  10,  $3.90.  Mission  brand,  with 
puree  from  trimmings :  Picnic,  50  cents ;  No.  1  tall,  60 
cents;  No.  2  tall,  65  cents;  No.  771/2  cents,  and  No. 
10,  $2.65.  Del  Monte  brand  puree  is  quoted  at  $3.00, 
with  other  brands  at  $2.75.  Prices  on  Del  Monte  brand 
tomato  juice  are:  Buffet,  35  cents;  No.  211,  521/2  cents; 
No.  2  tall,  70  cents;  46  oz.  cylinder,  $1.55,  and  No.  10, 
$2.75.  Tomato  sauce  is  listed  at  371/2  cents  for  buffet 
and  $3.25  for  No.  10.  Del  Monte  catsup  in  the  No.  10 
size  is  quoted  at  $4.75,  with  other  brands  at  $3.45, 
while  Del  Monte  chili  sauce  is  quoted  at  $6.25. 

SALMON — Leading  packers  have  advanced  prices  on 
Alaska  pink  salmon  and  $1.00  is  once  again  the  pre  ail¬ 
ing  price.  The  movement  of  late  has  been  quite  hi  avy, 
with  all  markets  responding  to  the  prices  the  Coast  con¬ 
siders  low.  The  whole  salmon  list  is  definitely  fii  mer 
and  this  applies  to  most  other  items  in  the  fish  line  J  ere. 

TUNA  —  Latest  reports  from  Japan  show  a  ery 
marked  falling  off  of  shipments  of  canned  tuna  and 
mackerel  from  those  of  a  year  ago.  Exports  for  the 
first  five  months  of  the  year  totaled  but  111,346  cases, 
a  falling  off  of  72.4  per  cent  from  those  of  the  cor¬ 
responding  period  of  1937.  Sales  to  the  United  Slates 
dropped  82  per  cent  and  those  to  Belgium  fell  off  32.4 
per  cent. 
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GULF  STATES  MARKET 

By  “Bayou” 

Special  Correspondent  of  “The  Canning  Trade” 


Lionel  Baily,  was  captured  by  a  band  of  union 
shrimpers  at  a  ferry  landing  in  Algiers,  Louisiana, 
bcross  the  river  from  New  Orleans  and  38  barrels 
of  shrimp  destroyed.  Not  a  man  was  armed. 


Best  Shrimp  Month  Of  Year  Passed  With  No  Canning — Fisher¬ 
men  And  Canners  Far  Apart  —  Small  Shrimp  Should  Bring 
Highest  Prices  On  Quality  And  Cost — Oyster  Season  Officially 
Open — No  Canning  Until  December. 

Mobile,  Ala.,  September  9,  1938. 

SHRIMP — The  best  month  of  the  canning  season  in 
Alabama  has  just  ended,  and  no  shrimp  were 
canned,  which  means  that  the  shrimp  pack  this 
season  is  bound  to  be  a  light  one,  unless  something 
unusual  happens  and  shrimp  show  up  at  a  time  of  the 
year  when  they  have  never  showed  up  before,  which  is 
not  likely. 

Very  few  shrimp  have  been  canned  in  Louisiana  and 
Mississippi,  due  to  the  strike  of  the  Gulf  Coast  Fisher¬ 
men  &  Trappers  Association. 

The  union  is  still  demanding  $8.50  per  barrel  of  210 
pounds  of  shrimp,  and  the  canneries  that  belong  to  the 
Exchange  say  that  they  are  not  going  to  turn  a  wheel 
in  their  plants  unless  they  can  buy  shrimp  at  $7  per 
barrel,  so  the  deadlock  in  canning  operations  continues. 

There  is  a  very  good  demand  for  small  and  medium 
shrimp,  which  is  the  size  being  produced  at  present,  but 
the  prevailing  price  of  this  size  canned  shrimp,  the 
packers  say  is  not  sufficient  to  warrent  the  canners  to 
pay  over  $7  per  barrel. 

The  fact  of  the  matter  is  that  small  and  medium 
shrimp  should  sell  at  a  higher  price  than  the  large, 
because  the  cost  of  handling  small  and  medium  shrimp 
is  higher  than  the  large. 

For  instance,  the  shrimp  pickers  take  from  50  to 
200  per  cent  longer  time  to  head  and  peel  small  and 
medium  shrimp,  therefore  the  canneries  should  pay  the 
pickers  twice  as  much  to  head  and  peel  small  shrimp 
than  they  do  the  large  ones.  Moreover,  the  loss  caused 
by  the  small  shrimp  breaking  up  and  getting  mashed 
adds  more  to  the  cost  of  canning  small  shrimp.  On  the 
other  hand,  small  and  medium  shrimp  are  more  tender 
and  more  delicious  than  the  large  shrimp,  so  all  in  all, 
there  is  no  good  reason  why  small  medium  canned 
shrimp  should  sell  at  a  lower  price  than  the  large. 
Young  tender  canned  beans,  peas  and  almost  all  other 
veget:.bles  sell  at  a  higher  price  than  the  matured  vege¬ 
tables  yet  shrimp  don’t. 

It  i '•  easy  to  explain  why  large,  headless  raw  shrimp 
shouir  bring  a  higher  price  and  be  preferred  to  the 
small  ind  medium  shrimp,  and  it  is  because  the  large 
raw  s  irimp  don’t  mash  up  nor  break  up  when  shipping 
them,  packed  in  ice  barrels  or  boxes,  but  small  and 
medir  n  canned  shrimp  don’t  break  nor  get  mashed  in 
cans. 

Th(  price  of  large  canned  shrimp  is  $1.25  to  $1.30 
per  d'  zen  for  No.  1,  f.  o.  b.  factory. 

SH  IMPING  STRIKE  VIOLENCE  —  No  strike 
violer.  e  was  reported  for  this  past  week.  The  last  one 
was  I  ported  from  New  Orleans  on  August  24,  when 
a  tru(  c  load  of  shrimp,  driven  by  James  Gougon,  32, 
^nd  g  larded  by  Plaquemines  Parish  Deputy  Sheriff, 


The  report  further  said  that  as  the  union  fishermen 
were  pouring  oil  on  the  shrimp  they  had  captured,  the 
Algiers  police  swarmed  down  on  the  landing  and 
rounded  up  the  striking  shrimpers. 

Joseph  Hingle,  26,  who  identified  himself  as  leader  of 
the  band,  and  three  others  were  put  under  $250  bond. 
The  other  25  men  in  the  band  were  released. 

Deputies  meanwhile  combed  the  bayous  for  100 
armed  pickets  in  three  trawlers  who  raided  luggers  and 
destroyed  cargoes  in  Lake  Salvadore.  But  the  bayou 
country,  honeycombed  with  canals,  inlets  and  secret 
water  passages  through  the  marsh  grass,  made  the  task 
as  easy  as  finding  a  rabbit  in  a  thicket. 

OYSTERS — The  raw  oyster  season  opened  officially 
here  on  September  1,  but  the  sale  of  them  has  been 
very  light,  due  to  the  hot  weather. 

The  thermometer  rises  to  97  and  98  degrees  every 
day,  which  is  anything  but  oyster  weather.  Then  too, 
oysters  are  poor,  which  makes  the  yield  per  barrel  to 
the  shuckers  very  unprofitable. 

No  oysters  are  expected  to  be  canned  in  this  section 
until  December. 

The  price  of  canned  oysters  is  95c  per  dozen  for  five 
ounce  and  $1.90  for  ten  ounce,  f.  o.  b.  factory. 
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THE  CONDITION  OF  CROPS 

(Continued  from  page  12) 

HAMILTON,  MONT.,  August  29,  1938  —  Red  Sour 
Cherries:  Pack  completed  and  a  little  above  last  year. 
Good  crop  over  entire  valley  with  quality  good. 

BELLEFONTAINE,  OHIO,  September  2,  1938  —  Maple 
Syrup  and  Sugar :  While  the  crop  of  spring  1938,  was 
only  about  60  per  cent  of  normal,  quality  was  very 
good.  Weather  at  time  of  producing  crop  was  not 
right;  seemed  to  be  too  warm  when  it  should  be  cold, 
and  then  when  it  should  have  been  warmer,  it  seemed 
to  be  too  cold,  producing,  as  noted  about  60  per  cent 
of  normal  crop. 

BENNETTSVILLE,  s.  C.,  September  6,  1938 — Beans: 
Acreage  100  per  cent  or  more;  about  60  per  cent 
normal  yield.  Hot,  dry  weather  hurt  them.  Finished 
packing  in  June.  Most  of  crop  was  sold  green. 

• 

FROZEN  FOODS  AGAIN 

By  Observer 

Special  Correspondent  of  The  Canning  Trade 

EPORTS  from  wholesale  grocery  distributors  in 
many  parts  of  the  country,  as  well  as  many  of  the 
chains,  indicate  a  pronounced  trend  toward  the 
addition  of  frozen  foods  to  jobbers’  stocks  during  the 
current  season.  In  most  cases,  wholesale  grocers  are 
apparently  taking  on  agencies  for  one  of  the  better- 
known  brands  of  quick  frozen  foods,  although  in  a  few 
instances  efforts  to  build  up  private  label  lines  are 
reported. 

It  does  not  appear  that  the  competition  of  the  quick- 
frozen  fruits,  vegetables,  seafoods,  and  meats  will  be 
seriously  felt  by  the  canning  trade  this  season,  although 
undoubtedly  steadily  growing  consumption  of  the 
frozen  product  will  make  definite  inroads  into  the  can¬ 
ning  trade’s  aggregate  volume  for  the  year.  Greater 
consumer  consciousness  of  the  nutritional  qualities  of 
canned  foods,  if  this  message  could  be  put  across,  how¬ 
ever,  would  result  in  increased  business  for  the  canned 
products  that  would  more  than  offset  any  volume  losses 
to  quick-frozen  items. 

It  is  obvious,  of  course,  to  market  observers  that  the 
quick-frozen  foods  industry  is  yet  in  its  swaddling 
clothes.  This  new  form  of  food  preservation  un¬ 
doubtedly  will  constitute  a  growing  menace  to  the 
canning  industry  as  production  and  distribution  con¬ 
tinue  to  gain  apace. 

As  yet,  the  potential  retail  selling  field  for  frozen 
foods  has  barely  been  scratched.  There  are  probably 
five  or  six  times  as  many  potential  retail  outlets  for 
such  products  existing  than  have  been  utilized  thus 
far.  The  growing  popularity  of  the  self-service  type 
of  retail  food  unit,  however,  promises  to  limit  potential 
distributors  of  the  frozen  line  unless  that  industry  de¬ 
velops  new  types  of  cabinets,  more  favorably  adapted 
to  the  self-service  type  of  retail  distribution. 

Corporate  chains  are  showing  increasing  interest  in 
sales  possibilities  of  quick  frozen  food  products,  and 
this  type  of  distribution  may  be  counted  upon  to  give 
the  frosted  line  new  sales  impetus. 


SMILE  AWHILE 

There  is  a  saving  grace  in  a  sense  of  humor 

Contributions  Welcomed 


A  newly  created  papa  received  the  glad  tidings  in 
a  telegram.  “Hazel  gave  birth  to  a  girl  this  moring; 
both  doing  well.”  On  the  message  was  a  sticker  read¬ 
ing,  “When  you  want  a  boy,  call  Western  Union.” 

STUMPED 

“Sir,  there  is  a  man  outside  with  a  wooden  leg, 
named  Smith.” 

“What’s  the  name  of  his  other  leg?” 

SERVICE 

Assistant:  No,  madam,  we  haven’t  had  any  for  a 
long  time. 

Manager  (overhearing) :  Oh,  yes ;  we  have  it, 
madam.  I  will  send  to  the  warehouse  and  have  some 
brought  in  for  you.  (Aside  to  assistant) — never 
refuse  anything.  Send  out  for  it. 

As  the  lady  went  out  laughing,  the  manager 
demanded:  “What  did  she  say?” 

Assistant:  She  said  we  haven’t  had  any  rain  lately. 

REASON  ENOUGH 

“Hey,  you  guys!  Where  are  you  carrying  that 
fellow?  Is  he  drunk?” 

“No.” 

“Sick,  maybe?” 

“No.” 

“Oh,  just  a  gag,  huh?” 

“No,  no  gag.” 

“I  know,  he  has  dizzy  spells !” 

“Nope,  been  healthy  all  his  life.” 

“Very  tired,  I  guess.” 

“No.” 

“Well,  what’s  the  matter  with  him?” 

“He’s  dead.” 

WITH  A  SMILE 

After  putting  the  gasoline  in  the  tank,  the  attendant 
came  around  to  the  driver  and  began : 

“Check  the  oil?” 

“Naw,  I  looked  at  it  yesterday.” 

“How’re  the  tires?” 

“0.  K.” 

“Water  in  the  radiator?” 

“Yep,  plenty.” 

“Is  there  anything  else,  sir  ?” 

“Yeah,  bend  over,  I  want  to  light  a  match.” 

WISE 

The  thrifty  Scot  was  on  the  train  from  Edinl  irgh 
to  London.  At  each  station  he  hurriedly  left  his  com¬ 
partment,  rushed  to  the  station  and  rushed  back  t->  the 
train  again.  After  this  had  been  repeated  a  nu  iber 
of  times,  a  fellow  passenger  who  was  a  lawyer  sked 
the  reason.  “It’s  because  of  my  heart,”  the  Scotc'  man 
explained.  “The  doctor  says  I  may  drop  off  a\.  any 
time  and  I’m  buying  my  ticket  from  station  to  stat'on.” 
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CANNED  FOOD  PRICES 


All  Prices  quoted  F.  O.  B,  Factory 


CANNED  VEGETABLES— Continnad 


Prices  given  represent  the  high  and  low  canners’  selling  price 
of  the  current  week,  subject  to  the  customary  cash  discoimts. 
Quotations  per  dozen  unless  otherwise  noted.  “Eastern” 
quotations  for  Atlantic  Coast  States  east  of  Ohio  River; 
“Central”:  Central  States  West  of  Ohio  River  to  Mountain 
States;  “West  Coast”:  Mountain  and  Pacific  Coast  States. 

Quotations  on  this  page  are  for  spot  goods.  For  future 
quotations  see  market  reports. 


Canned  Vegetables 


ASPARAGUS 


Eastern 
Low  High 


Central 
Low  High 


West  Coast 
Low  High 


White  Colossal,  No.  . 

Large,  No.  2% . . 

Medium,  No.  2V^ . 

Green  Mam.,  No.  2  ra  cans . 

Medium,  No.  1  tall . . 

Large,  No.  2 . . 

Tips,  White,  Mam.  No.  1  sq . 

Small,  No.  1  sq . 

Green  Mam.,  No.  1  sq . 

Small,  No.  1  sq . 

Green  Tips,  60/80,  2s . 

Green  Tips,  40/50,  2s . 

Green  Cuts  and  Tips,  2s . 

Green  Cuts  and  Tips,  10s . 

Green  Cuts,  2s . 

STRINGLESS  BEANS 

Fancy  French  Cut  Green,  No.  2 

No.  10  . 

Ex.  Std.  Cut  Green,  No.  2........ 

No.  10  . 

Std.  Cut  Green,  No.  2 . 

No.  10  . 

Fancy  Whole  Green,  No.  2 . 

No.  10  . 

Ex.  Std.  Whole  Green,  No.  2.... 

No.  10  . 

Fancy  Cut  Wax,  No.  2...._........ 

No.  10  . 

Ex.  Std.  Cut  Wax,  No.  2 . 

No.  10  . 

Std.  Cut  Wax,  No.  2 . 

No.  10  . 

Fancy  Whole  Wax,  No.  2 . 

No.  10  . 

Ex.  Std.  Whole  Wax,  No.  2 . 

No.  10  . 

Std.  Whole  Wax,  No.  2 . 

No.  10  . 

Red  Kidney,  Std.,  No.  2 . 

No.  10  . 


2.60  2.60 


2.40 

2.50 

1.85 

2.10 

2.10 

2.16 

2.00 

2.50 

2.30 

2.35 

1.65 

1.76 

1.05 

1.16 

.85 

1.00 

1.00 

4.25 

5.00 

.60 

.76 

.80 

2.85 

3.76 

4.00 

.61% 

.60 

.65 

.70 

2.50 

2.75 

3.00 

3.25 

1.00 

1.50 

1.17% 

1.60 

4.50 

6.75 

4.76 

7.25 

.80 

1.10 

4.00 

4.75 

.85 

.95 

.95 

4.00 

4.75 

3.50 

6.00 

.70 

.90 

.80 

.90 

3.76 

4.15 

4.00 

4.60 

.67% 

.70 

.75 

3.25 

3.50 

1.05 

1.20 

1.06 

1.60 

4.75 

7.60 

1.10 

1.16 

’"'eb 

.66 

.62% 

.65 

3.00 

3.25 

3.00 

3.25 

2.46  2.66 

2.60  2.60 
2.60  2.60 
2.66  2.70 


2.50  2.60 

2.36  2.46 

2.15  2.26 

2.20  2.25 

2.00  2.40 


1.10  1.20 

6.00  . 

.90  1.00 

4.26  4.50 

.65  .75 

3.25  3.60 

1.25  1.75 

6.00  . 

1.20  1.20 

5.25  5.25 


LIMA  BEANS 


No.  2  Tiny  Green . 

No.  10  . 

No.  2  Fancy  Small  Green. 

No.  2  Medium  Green . 

No.  10  . 

No.  2  Green  &  White . 

No.  10  . 

No.  2  Fresh  Vniite . 

No.  10  . 

Na  2  Soakcid . 


BEET;- 

Whole.  No.  2 . 

No-  . 

No.  10  _ 

Std.  Cut,  No.  2 . 

No.  ■:%  . 

No.  10  . . . 

Fancy  Cut,  No.  2 . 

No.  - 

No.  iO  . . . 

Std.  S  ced.  No.  2 . 

No.  -  . . 

No.  0  ................... 

Fancy  ->liced.  No.  2.. 
No.  ‘,0  .......... 


CARR  >TS 

Std.  S.  -ed.  No.  2. 

No.  '0  .... _ _  ... 

Std.  L.  ed.  No.  2. 
No.  ’-n  ....„ . 


1.40  . 

7.00  . 

1.25  1.25 

1.15  . 

5.75  . 

.80  .90 

4.25  4.76 

.721^  .75 

3.50  4.25 
.671^  . 


1.00  . 

1.20  . 

3.50  . 

.70  . 

.95  . 

3.25  3.26 


.70 


2.76  . 

. 80 

.  3.50 


.76  . 

3.60  4.26 

.66  .76 

3.00  3.26 


1.26  1.30 


.771/2  1.00 

3.75  4.00 

.75  .80 


.60  .65 


1.00  1.10 
1.20  1.60 
3.75  4.60 

.65  .70 


.65  .65 

.70  .85 

2.76  3.00 


.70 


.60  .70 

2.76  3.00 


1.50  1.50 


1.25  1.26 


.90  .90 


.90  .95 


.85  .90 

1.10  . 

3.35  . 

.95  . 

3.60  . 


.65  .70 


PEAf  .TND  CARROTS 

Std.  >To.  2 . 

Fancy  No. 


.67%  .80  .  1.10 

.90  1.10  1.06  1.20 


Eastern  Central 

Low  High  Low  High 


CORN — Wholegrain 


Yellow,  Fancy  No.  2 

No.  10  . 

Ex.  Std.  No.  2 . 

.85 

_  4.76 

. . 80 

.92% 

5.00 

.85 

.86 

5.00 

.80 

.90 

6.76 

No.  10  . . 

Std.  No.  2 . , 

.75 

No.  10  . . 

White,  Ex.  Std.  No.  2. _ 

No.  10  . 

-  .62% 

_  4.26 

.80 

Std.  No.  2  . . 

-  .65 

No.  10  . 

~  «  4.00 

Shoepeg,  Fancy  No.  2..„..... 

_  .86 

.92% 

Na  10  _ 

5.25 

5.80' 

Ex.  Std.  No.  2 . . 

_  .75 

.86 

No.  10  _ 

_  4.75 

Std.  Na  2 . 

.  7ft 

.77% 

CORN — Creamstyle 

Yellow,  Fancy  No.  2 

_  .86 

.80 

1.00 

No.  10  . 

...—..  4.25 

4.50 

5.00 

Ex.  Std.  No.  2 . 

. 77% 

.80 

.72%  .90 

Na  10  . . 

4.25 

4.25 

5.00 

Std.  No.  2 . 

No.  10  . . . 

White,  Fancy  No.  2..„ . 

-  .82% 

^80 

.95 

No.  10  . 

Ex.  Std.  No.  2 . 

.70 

.65 

.70 

No.  10  . 

4.85 

3.76 

4.50 

Std.  No.  2 . 

-  .68% 

.62% 

.60 

.70 

No.  10  . 

.  3.60 

3.76 

3.25 

4.00 

HOMINY 


West  Coast 
Low  High 


1.16  1.16 


Std.  Split,  No.  1,  Tall _ 

No.  2%  . . 

No.  10  . . 

MIXED  VEGETABLES 

Fey.,  No.  2 . . 

No.  10  . 

Std.,  No.  2 . 

No.  10  . . . 

PEAS 

No.  2  Fancy  Sweets,  2s . 

No.  2  Fancy  Sweets,  3s . 

No.  2  Fancy  Sweets,  4s . 

No.  2  Fancy  Sweets,  6s . 

No.  2  Ex.  Std.  Sweets,  28....„.... 

No.  2  Ex.  Std.  Sweets,  3s . 

No.  2  Ex.  Std.  Sweets,  4s . 

No.  2  Ex.  Std.  Sweets.  6b . 

No.  2  Std.  Sweets,  2s . 

No.  2  Std.  Sweets,  3s . 

No.  2  Std.  Sweets,  4s . . 

No.  2  Std.  Sweets,  6s . 

No.  10  Std.  Sweets,  2s . 

No.  10  Std.  Sweet8,~3s . 

No.  10  Std.  Sweets,  4s . . 

No.  10  Std.  Sweets,  6s . . 

No.  2  Fey.  Alaska,  Is . 

No.  2  Fey.  Alaska,  2s . 

No.  2  Fey.  Alaskas,  3s...._....„.. 

No.  2  Ex.  Std.  Alaskas,  Is . 

No.  2  Ex.  Std.  Alaskas,  2s...... 

No.  2  Ex.  Std.  Alaskas,  Ss . 

No.  2  Ex.  Std.  Alaskas,  4b...... 

No.  2  Ex.  Std.  Alaskas,  6b . 

Na  10  Ex.  Std.  Alaskas.  Is _ 

No.  10  Ex.  Std.  Alaskas.  28...... 

No.  10  Ex.  Std.  Alaskas,  3s.... 

No.  2  Std.  Alaskas,  2s . 

No.  2  Std.  Alaskas,  3s . . 

No.  2  Std.  Alaskas,  48 . . 

No.  2  Std.  Alaskas,  6s . . 

No.  10  Std.  Alaskas,  Is......^...... 

No.  10  Std.  Alaskas,  28.............. 

No.  10  Std.  Alaskas,  3s . 

Na  10  Std.  Alaskas,  4s.............. 

No.  10  Std.  Alaskas,  6s . . 

No.  2  Ungraded . . 

Soaked,  2s  . . 

10s  . . . . 

Blackeye,  28,  Soaked . . 

10s  . 


PUMPKIN 


Fancy,  No.  2.. 

No.  2%  . 

No.  3  . 

No.  10  _ 


SAUER  KRAUT 


Fancy,  No.  2. 
No.  2%  ..... 

Na  8  . 

No.  10  . 


SPINACH 

No.  2  . 

No.  2%  ...... 

No.  10  . 

SUCCOTASH 


Std.  No.  2,  Gr.  Com,  Dr.  Limas. 
Std.  No.  2,  Gr.  Com,  Fr.  Limas. 
Triple,  No.  2 . 


.70  .85 

.60 

.65 

i.io 

.  2.60 

2.00 

2.35 

.80  .86 

4.00  4.50 

.55  .75 

3.00  4.00 

1.20  1.26 

1.16 

1.35 

1.20 

1.40 

1.02%  1.05 

1.10 

1.20 

1.16 

1.30 

.90  .96 

.95 

1.25 

1.10 

1.20 

.95 

1.16 

1.06 

1.10 

•92%  . 

1.10 

1.26 

1.16 

1.20 

.87%  . 

.90 

1.10 

.96 

1.16 

.82%  . 

.86 

1.10 

.90 

1.10 

.80  . 

.77%  1.00 

1.00 

1.06 

.90 

1.00 

.90  . 

.86 

.96 

1.10 

1.16 

.85  . 

.77%  1.00 

.80 

1.10 

.75  .80 

.70 

.80 

.76 

.96 

5.00 

6.76 

6.00 

6.26 

4.76 

6.00 

4.26  . 

4.76 

4.76 

4.50 

4.76 

4.00 

4.76 

4.26 

4.60 

1.26  . 

1.40 

1.60 

1.40 

1.60 

1.00 

1.40 

1.30 

1.46 

1.06  . 

.95 

1.30 

1.20 

1.30 

1.16 

1.26 

1.26 

1.30 

1.00  . 

.80 

1.10 

1.20 

1.30 

.75  . 

.77% 

.96 

1.10 

1.20 

.72%  .85 

.80 

.90 

.96 

1.10 

1.00 

1.06 

6.26 

5.00  6.25 

5.60 

6.50 

4.76  6.00 

4.60 

6.60 

.80  .90 

.85 

1.00 

.70  .80 

.67% 

.77% 

.90 

1.00 

.62%  .70 

.65 

.76 

.86 

.90 

6.00  . 

.62% 

.66 

.80 

.90 

4.00  4.50 

5.00 

3.75  4.00 

3.75 

4.60 

4.60 

4.76 

3.60  3.76 

3.50 

4.00 

4.26 

4.50 

.67%  .70 

4.00 

4.50 

.90 

.96 

.41%  . 

.50 

.60 

.57% 

.60 

2.25  2.76 

2.60 

3.50 

.67%  .70 

.65 

2.70  3.60 

.60 

.70 

.60 

.70 

.82%  .86 

.70 

.80 

.80 

.86 

2.86  . 

2.60 

3.00 

2.40 

2.60 

.62%  .77% 

.60 

.65 

.62% 

.66 

.70  .96 

.70 

.76 

.76 

.80 

2.60  3.00 

2.46 

2.85 

2.50 

2.60 

.62%  .67% 

.56 

.66 

.96 

1.10 

.82%  .90 

.80 

.87% 

1.16 

1.26 

2.76  3.00 

2.66 

2.76 

3.76 

4.26 

.76  _ 

.90  1.10 
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Eastern 


Central 


West  Coast 


SWEET  POTATOES 

Low  High 

Low  High 

Low  High 

.66 

.70 

No.  2%  - - - 

.77% 

.96 

.87% 

2.75 

3.00 

Fey.,  No.  2,  Syrup  Pack . 

.76 

.97% 

1.10 

1.20 

1.60 

1.20 

1.60 

3.26 

3.60 

TOMATOES 

Solid  Pack 

1.06 

1.06 

.90 

.96 

1.26 

1.36 

1.20 

1.25 

3.90 

4.00 

.67% 

.80 

.80 

.90 

.95 

1.25 

1.00 

1.10 

I.S 

3.25 

3.50 

3.26 

3.'6b 

2.'76 

With 

.67% 

.60 

2^85 

puree 

.60 

.65 

.40 

.42% 

.66 

.62% 

.65 

.70 

.86 

.90 

.86 

.90 

.76 

.80 

1.00 

No.  10  . . . 

3.00 

3.10 

2.76 

2.60 

2.70 

CANNED  FRUITS— Continued 


TOMATO  PUREE 

Std.,  No.  1,  Who.  St.  1.04.. 

No.  10  . 

Std.,  No.  1,  Trim  1.086 . 

No.  10  . — . 

TOMATO  JUICE 

No.  1  . 

No.  2 


.40 

3.00 

.37% 

2.75 


.42% 

.66 


2.60 


.42% 

3.60 


No.  10  . 2.60 

TURNIP  GREENS 

No.  2  . 76 

No.  2%  .  1.00 

No.  10  . — .  3.60 


.46 

.70 

3.00 


2.26  2.50 

.40  .60 

.70  .76 

3.00  3.25 


.67% 

.90 

3.00 


Canned  Fruits 


apples 

No.  10,  water . ..... 

No.  10,  sUndard  heavy  pack.. 
No.  10,  fancy  heavy  pack . 

APPLE  SAUCE 

No.  2  Fancy . 

No.  10  - - 

No.  2  Std. . . 

No.  10  . . 

APRICOTS 

No.  2%,  Fancy.«- - 

No.  2%,  Choice . . 

No.  2%,  Std . 

GRAPEFRUIT 

8  oz.  . . — 

No.  2  . . . 

No.  6  . . 

GRAPEFRUIT  JUICE 

8  . . . . . 

No.  1  . . 

No.  300  . . 

No.  2  . . 

No.  6  . .  . 


.62% 

2.60 


Florida 
.47%  ....... 

.87%  1.06 
2.85  3.00 


.57%  .60 

2.00  . 


Texas 


PEARS 

Keifer,  Std.,  No.  2% . .  1'36  1.36 

No.  10  . . 

Choice,  No.  2% . . 

No.  10  - -  - 

Bartlett,  Fancy,  No.  2% . -  1 

Choice,  No.  2% . -  1 

Std.,  No.  2% . .  1.32% 

No.  10,  Water . . 

No.  10,  Syrup . — - 

No.  10  Pie.  S.  P . 

PEACHES 

Fey.,  Y.  C..  No.  2% - 

Choice,  No.  2% . . 

Std.,  No.  2% . . 

Ex.  Std.,  Slic.  Yel.,  No.  1  Tails 

Seconds,  Yel.,  No.  2%.... . 

No.  10,  Fancy . . 

PeeW,  No.  10,  Solid  Pack.... 

PINEAPPLE 

Hawaiian,  Slic.,  Fancy,  No.  2.. 

No.  2%  . . 

Std.,  No.  2 . . 

No.  2%  . . . . 

Sliced.  Standard,  No.  10 . 

Shredded,  Syrup,  No.  10 . 

Crushed,  Ex.  Std.,  No.  10....„.... 

PINEAPPLE  JUICE 

Buffet  . . 

No.  211  . . 

No.  2  . . 

No.  2%  . . 

46  oz . 

No.  10  _ _ 


3.00  3.25 

2"70  2"75 


.62%  .66 
.70  .72% 

2.66  2.80 


2.60 

2.75 

2.90 

3.15 

— 

3.00  3.60 

.66 

2.90 

.70 

8.26 

1.60  1.56 

1.30  1.40 

1.20  1.20 

California 


1.00 

2.76 


1.06 

8.10 


1.70 

1.85 

1.46 

1.65 

1.36 

3.60 

3.76 

6.76 

6.00 

8.16 

8.36 

1.40 

1.45 

1.16 

1.30 

1.05 

1.10 

.80 

.86 

1.00 

1.10 

4.76 

4.26 

1.60 

1.80 

1.40 

1.66 

6.85 

6.10 

.62% - 

.72% - 

1.06  _ 

1.60  _ _ 

2.40 _ 

6.00  _ _ 


Eastern 
Low  High 


Central 
Low  High 


West  Coast 
Low  Hii.rh 


FRUITS  FOR  SALAD 

Fey.,  No.  2% . . 

No.  10  _ _ _ 

BLACKBERRIES 

Std.,  No.  2 _ 

No.  8 _ 

No.  10,  water...._..„„_„.._ 

No.  2,  Preserved......^............ 

No.  2,  Syrup........ _ _ 

BLUEBERRIES 

No.  2  . . . . . 

No,  10  _ 

CHERRIES 

Std.,  Red,  Water,  No.  2 . 

Std.,  MThite,  Syrup,  No.  2.... 
Ex.  Std.,  Preserved,  No.  2.. 

Red  Sour  Pitted,  No.  2 . 

Red  Sour  Pitted,  No.  10 

R.  A.  Fey.,  No.  2% . 

Choice,  No.  2% . . 

Std.,  No.  2% . 

GOOSEBERRIES 

Std.,  No.  2 . 

No.  10  . . 

RASPBERRIES 

Black,  Water,  No.  2 . 

No.  10  . 

Red,  Water,  No.  2 . 

No.  10  . 

Black,  Syrup,  No.  2 _ _ 

Red,  Syrup,  No.  2 . 

STRAWBERRIES 

£lx.  Pres.,  No.  1......... . 

No.  2  . . 

Pres.,  No.  1 . . 

No.  2  . 

Std.,  Water,  No.  10 . 


2.00 

7.20 


2.20 

7.76 


1.30  1.60 

6.00  6.76 


1.46 

6.50 


1.60 

6.00 


1.36 

6.00 

2.10 

1.90 

1.80 


1.36 

'27i6 

2.00 

1.85 


Canned  Fish 


.37 

.44% 

6  oz. 

.48 

.60 

8  oz. 

.62% 

.66 

10  oz 

.50 

.66 

.76 

.80 

Selects, 

1.90 

2.12% 

2.12% 

2.82% 

HERRING  ROE 

10  oz.  . . . . 70  . 

No.  2,  19  oz. . .  1.26  . 

No.  2,  17  oz .  1.12%  . 

LOBSTER 

Flats,  1  lb . . .  6.60  6.60 

%  lb . . 3.26  3.26 

%  lb .  1.96  1.96 

OYSTERS 


2.10 

2.20 


Northwest  Selects 


1.16 

1.60 


1.26 

1.76 


SALMON 

Red  Alsiskas,  Tall,  No.  1.... 

Flat,  No.  % . 

Cohoes,  Tall,  No.  1 . 

Flat,  No.  1 . 

No.  %  . . . 

Pink,  Tall,  No.  1 . 

Flat,  No.  % . 

Sockeye  Flat,  No.  1 . . 

No.  %  . - 

Chums,  Tall,  No.  1 . . 

Medium,  Red,  Tall . 

SHRIMP 


No.  1,  Small . . . 

No.  1,  Medium . . . 

No.  1,  Large . . . 

SARDINES  (Domestic)  Per  Case 

%  Oil,  Key .  3.60 

%  Oil,  Keyless . 3.10 

%  Oil,  Tomato,  Carton......^.. . 

%  Oil,  Carton .  3.90 

%  Mustard,  Keyless .  2.70 

Calif.  Oval  No.  1,  24’s _ _ 

Calif.  Oval  No.  1,  48’s . 

TUNA  FISH,  Per  Case 

Fey.,  Yel.,  Is,  24’s . . . 

Fey.,  Yel.,  Is,  48’8 . . . . 

%8  . —  . 

Vss  . 

Light  Meat,  Is... . .  . 
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WHERE  TO  BUY 


the  Machinery  and  Supplies  you  need,  and  the  Leading  Houses  that  supply  them. 
Consult  the  advertisements  for  details. 


AL  lESIVES. 

Dew'  y  &  Almy  Chemical  Co.,  Cambridge,  Mass. 

AL'USTERS  for  Detachable  Chains. 

Frank.  Hamachek  Mach.  Co.,  Kewaunee.  Wis. 

AGTTATOAS 

Hamilton  Copper  &  Brass  Works,  Hamilton,  Ohio. 
Bankets,  Wire,  Scalding,  Pickling,  etc.  See 
Cannery  Supplies. 

BEAN  SNIPPER,  Green  String. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 


BEET  MACHINERY. 

Ayars  Machine  Co.,  Salem,  N.  J. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Hansen  Cang.  Mchy.  Corp.,  Cedarburg,  Wis. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

^ott  Viner  Co.,  Columbus,  Ohio. 

BELTS,  Carrier,  Rubber,  Wire,  Etc. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

La  Porte  Mat  and  Mfg.  Co.,  La  Porte,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

BELT  LACING 

Flexible  Steel  Lacing  Co.,  Chicago,  Ill. 

BLANCHERS,  Vegetable  and  Fruit. 

Ayars  Machine  Co.,  Salem,  N.  J. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

BOILERS  AND  ENGINES,  Steam. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

BOOKS,  on  Canning,  Formuia,  Etc. 

A  Complete  Course  in  Canning. 

How  to  Buy  and  Sell  Canned  Foods. 

A  History  of  the  Canning  Industry. 

The  Almanac  of  the  Canning  Industry. 

All  published  by  The  Canning  Trade,  Baltimore. 

BOX  (Corrugated)  SEALING  MACHINES. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 


BOXES,  Lug.  Field,  Metal. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Frank  Hamachek  Mach.  Co.,  Kewaunee,  Wis. 

BOXING  MACHINES. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 
Westminster  Mach.  Wks.,  Westminster,  Md. 

BROKERS. 

Phillips  Sales  Co.,  Cambridge,  Md. 

BURNERS,  OU,  Gas,  GasoUne,  Etc. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

CAN  MAKERS'  MACHINERY. 

Cameron  Can  Mchy.  Co.,  Chicago,  Ill. 

CANNED  FOODS. 

Phillip,  Packing  Co.,  Cambridge,  Md. 

Phillip  Sales  Co.,  Cambridge,  Md. 

CAN  ,  Tin,  Ali  Kinds. 

Amerii.  in  Can  Co.,  New  York  City. 

Contin  ntal  Can  Co.,  New  York  City. 

Crown  Can  Co.,  Philadelphia,  Pa. 

Heekir  Can  Co.,  Cincinnati,  Ohio. 

Nation  Can  Co.,  Inc.,  New  York-Baltimore. 

Phelps  Can  Co.,  Baltimore,  Md. 

Phillip  Can  Co.,  Cambridge,  Md. 

CAN  SEALING  COMPOUND. 

Dewey  &  Almy  Chemical  Co.,  Cambridge,  Mass. 

CAN  TESTING  MACHINERY. 

Camen  ■.  Can  Machinery  Co.,  Chicago,  Ill. 

CAN  CASHING  MACHINES. 

^hc  a-Ryder  Co.,  Niagara  Falls,  N.  Y. 
nansei  Cang.  Mchy.  Corp.,  Cedarburg,  Wis. 

A.  K.  '  obins  &  Co.,  Inc.,  Baltimore,  Md. 


CANNERY  SUPPLIES. 

Ayars  Machine  Co.,  Salem,  N.  J. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 

Hansen  Canning  Machinery  Corp.,  Cedarburg,  Wis. 
F.  H.  Langsenkamp  Co.,  Indianap>olis,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 
Sinclair-Scott  Co.,  Baltimore,  Md. 

CAPPING  MACHINES,  Soldering. 

Ayars  Machine  Co.,  Salem,  N.  I. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

Capping  Steels,  Soldering.  See  Cannery  Sup. 
CARRIERS  AND  CONVEYORS,  Spiral. 
Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niag[ara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 
Hansen  Canning  Machinery  Corp.,  Cedarburg,  Wis. 
A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

Catsup  Machinery.  For  the  preparatory  work: 
see  Pulp  Mchy. 

CHAIN  ADJUSTERS. 

F.  Hamachek  Machine  Co.,  Kewaunee,  Wis. 

CLEANING  AND  GRADING  MACHY.,  Fnrits. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 

Hansen  Canning  Machinery  Corp.,  Cedarburg,  Wis. 
A.  K.  Robins  6  Co.,  Inc.,  Baltimore,  Md. 
Sinclair-Scott  Co.,  Baltimore,  Md. 

CLOCKS,  Process  Time. 

Ayars  Machine  Co.,  Salem,  N.  J. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

CLOSING  MACHINES,  Open  Top  Cans. 

Cameron  Can  Mchy.  Co.,  Chicago,  Ill. 

CONVEYORS  AND  CARRIERS,  Canners. 
Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 
Hansen  Canning  Machinery  Corp.,  Cedarburg,  Wis. 
La  Porte  Mat  &  Mfg.  Co.,  La  Porte,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

Scott  Viner  Co.,  Columbus,  Ohio. 

CONVEYOR  BELT  FASTENERS 
Flexible  Steel  Lacing  Co.,  Chicago,  Ill. 

COOKERS,  Continuous,  Agitating. 

Ayars  Machine  Co.,  Salem,  N.  J. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 
Hamilton  Copper  &  Brass  Works,  Hamilton,  Ohio. 
A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

COOLERS,  Continuous. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

COPPER  COILS,  for  tanks. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 
Hamilton  Copper  &  Brass  Works,  Hamilton,  Ohio. 
F.  H.  Langsenkamp  Co.,  IndianapoUs,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

Copper  Jacketed  Kettles.  See  Kettles,  Copper. 

CORN  COOKER-FILLERS. 

Ayars  Machine  Co.,  Salem,  N.  J. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 
Hansen  Cang.  Mchy.  Corp.,  Cedarburg,  Wis. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

CORN  CUTTERS. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 
Hansen  Cang.  Mchy.  Corp.,  Cedarburg,  Wis. 
Morral  Bros.,  Morral,  Ohio. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

The  United  Co.,  Westminster,  Md. 

CORN  HUSKERS  AND  SILKERS. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 
Morral  Bros.,  Morral,  Ohio. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

The  United  Co.,  Westminster,  Md. 


CORN  SHAKERS. 

Ayars  Machine  Co.,  Salem,  N.  J. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

CORN  TRIMMERS 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Mach.  Corp.,  Hoopeston,  Ill. 

Sinclair  Scott  Co.,  Baltimore,  Md. 

United  Co.,  Westminster,  Md. 

CRANES  AND  CARRYING  MACHINES. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 

Hansen  Canning  Machinery  Corp.,  Cedarburg,  Wis 
A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

CRATES,  Iron  Process. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

CUTTERS,  Vegetable,  Mincemeat,  Etc. 
Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

DECORATED  TIN  (or  Cans,  Caps,  Etc.). 

American  Can  Co.,  New  York  City. 

Continental  Can  Co.,  New  York  City. 

Crown  Can  Co.,  Philadelphia,  Pa. 

National  Can  Co.,  New  York-Baltimore. 

DUSTS  &  SPRAYS  (insect  control). 

Agicide  Laboratories,  Milwaukee,  Wis. 

ENAMELED  BUCKETS,  PAnS,  Etc. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  lU. 

F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

ENSILAGE  DISTRIBUTORS. 

Frank  Hamachek  Mach.  Co.,  Kewaunee,  Wis. 

EVAPORATING  MACHINERY. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

EXHAUST  BOXES. 

Ayars  Machine  Co.,  Salem,  N.  J. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 
Hansen  Canning  Machinery  Corp.,  Cedarburg,  Wis, 
A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

FACTORY  TRUCKS. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  IlL 
A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

FIBRE  CONTAINERS  for  Food  (not  hermetleslly 
sealed). 

American  Can  Co.,  New  York  City. 

Continental  Can  Co.,  New  York  City. 

FILLING  MACHINES,  Can. 

Ayars  Machine  Co.,  Salem,  N.  J. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niag[ara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 
Hansen  Cang.  Mchy.  Corp.,  Cedarburg,  Wis. 

E.  J.  Judge,  Alameda,  Cal. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

FINISHING  MACHINES,  Catsup,  Etc. 
Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 

F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

GENERAL  AGENTS  for  Machinery  Mfrs. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y, 

Food  Machinery  Corporation,  Hoopeston,  Ill. 
Hansen  Canning  Machinerv  Corp.,  Cedarburg,  Wis. 
F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

GLASS  LINED  TANKS. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 

F.  H  Langsenkamp  Co.,  Indianapolis,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

HYDRAULIC  CONVEYING  EQUIPMENT. 
Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm  Ryder  Co.,  Niagara  Falls,  N.  Y. 

Scott  Viner  Co.,  Columbus,  Ohio. 
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INSECTICIDES. 

Agicide  Laboratories,  Milwaukee,  Wis. 

INSURANCE,  Canners. 

Canners'  Exchange,  Lansing  B.  Warner,  Chicago. 
Jacketed  Kettles.  See  Kettles,  Copper. 

JACKETED  PANS,  Steam. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 

F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

KETTLES,  Copper,  Plain  or  Jacketed. 
Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 
Hamilton  Copper  &  Brass  Works,  Hamilton,  Ohio. 
F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

Kettles,  Enameled.  See  Glass-Lined  Tanks. 
KETTLES,  Process. 

Ayars  Machine  Co.,  Salem,  N.  J. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

KNIVES,  Miscellaneous. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 

F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 
Sinclair-Scott  Co.,  Baltimore,  Md. 

KRAUT  CUTTERS. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 
Hansen  Canning  Machinery  Corp.,  Cedarburg,  Wis. 
F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

KRAUT  MACHINERY. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Hansen  Cang.  Mchy.  Corp.,  Cedarburg,  Wis. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

LABELING  MACHINES. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 

F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

Morral  Bros.,  Morral,  Ohio. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 
Westminster  Mach.  Co.,  Westminster,  Md. 

LABEL  MANUFACTURERS. 

Gamse  Litho.  Co.,  Baltimore,  Md. 

R.  J.  Kittredge  S  Co.,  Chicago.,  Ill. 

Piedmont  Label  Co.,  Bedford,  Va. 

Simpson  &  Doeller  Co.,  Baltimore,  Md. 

LABORATORIES,  for  Analyses  oi  Goods,  Etc. 
National  Canners  Assn.,  Washington,  D.  C. 
LACING,  BELT 

Flexible  Steel  Lacing  Co.,  Chicago,  Ill. 

MILK  CONDENSING  AND  CANNING  MCHY. 
Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 
MIXERS 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Hamilton  Copper  &  Brass  Works,  Hamilton,  Ohio. 
F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

OYSTER  CANNERS'  MACHINERY. 
Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 
Hansen  Canning  Machinery  Corp.,  Cedarburg,  Wis. 
A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

PASTE,  CANNERS'. 

Dewey  &  Almy  Chemical  Co.,  Cambridge,  Mass. 
F.  H.  Langsenkamp  &  Co.,  Indianapolis,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

PAILS,  Rubber. 

Dewey  &  Almy  Chemical  Co.,  Cambridge,  Mass. 

PEA  HULLERS  AND  VINERS. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

F.  Hamachek  Mach.  Co.,  Kewaunee,  Wis. 

Scott  Viner  Co.,  Columbus,  Ohio. 

Sinclair-Scott  Co.,  Baltimore,  Md. 

PEA  AND  BEAN  SEED. 

Associated  Seed  Growers,  Inc.,  New  Haven,  Conn. 
Gallatin  Valley  Seed  Co.,  Bozeman,  Mont. 

D.  Landreth  Seed  Co.,  Bristol,  Pa. 

Rogers  Bros.  Seed  Co.,  Chicago,  Ill. 

F.  H.  Woodruff  &  Sons,  Milford,  Conn. 

PEA  CANNERS'  MACHINERY. 

Ayars  Machine  Co.,  Salem,  N.  J. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 

F.  Hamachek  Mach.  Co.,  Kewaunee,  Wis. 

Hansen  Cang.  Mchy.  Corp.,  Cedarburg,  Wis. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

Scott  Viner  Co.,  Columbus,  Ohio. 

Sinclair-Scott  Co.,  Baltimore,  Md. 


PEA  VINER  FEEDERS 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

F.  Hamachek  Mach.  Co.,  Kewaunee,  Wis. 

A.  K.  Robins  S  Co.,  Inc.,  Baltimore,  Md. 

Scott  Viner  Co.,  Columbus,  Ohio. 

PEELING  KNIVES. 

Ayars  Machine  Co.,  Salem,  N.  J. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

PEELING  TABLES,  Continuoiu. 

Ayars  Machine  Co.,  Salem,  N.  J. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

PINEAPPLE  MACHINERY. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 
Hansen  Canning  Machinery  Corp.,  Cedarburg,  Wis. 
A.  K.  Robins  &  Co.,  Inc.,  Baltimore.  Md. 

PRESERVERS'  MACHINERY. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 

Hansen  Canning  Machinery  Corp.,  Cedarburg,  Wis. 
F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

PULP  MACHINERY. 

Ayars  Machine  Co.,  Salem,  N.  J. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 
Hansen  Canning  Machinery  Corp.,  Cedarburg,  Wis. 
F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

PUMPS,  Air,  Water,  Brine,  Syrup. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Hansen  Canning  Machinery  Corp.,  Cedarburg,  Wis. 
F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

SEALING  MACHINES,  Box. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

SCALDERS,  Tomato,  Etc. 

Ayars  Machine  Co.,  Salem,  N.  J. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

SEEDS,  Canners',  All  Varieties. 

Associated  Seed  Growers,  Inc.,  New  Haven,  Conn. 
Gallatin  Valley  Seed  Co.,  Bozeman,  Mont. 

D.  Landreth  Seed  Co.,  Bristol,  Pa. 

Rogers  Bros.  Seed  Co.,  Chicago,  Ill. 

F.  H.  Woodruff  &  Sons,  Milford,  Conn. 

SEWAGE  DISPOSAL. 

Berlin  Chapman  Co.,  Berlin,  Wis. 

Chisholm  Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Mach.  Corp.,  Hoopeston,  Ill. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

SHEET  METAL  WORKING  MACHINERY. 

Cameron  Can  Mchy.  Co.,  Chicago,  Ill. 

SIEVES  AND  SCREENS. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y, 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

The  United  Co.,  Westminster,  Md. 

SILKING  MACHINES. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

The  United  Co.,  Westminster,  Md. 

SPEED  REGULATING  DEVICES  (for  Machines. 
Belt  Drives,  Etc.). 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

E.  J.  Judge,  Alameda,  Cal. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

SPRAYS  &  DUSTS  (insect  control). 

Agicide  Laboratories,  Milwaukee,  Wis. 

STENCILS,  Marking  Pots  and  Brushes,  Brass 
Checks,  Rubber  and  Steel  Type,  Burning 
Brands,  Etc. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 


STIRRERS  FOR  KETTLES. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 
Hamilton  Copper  &  Brass  Works,  Hamilton,  Ohio. 

F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

STRING  BEAN  MACHINERY. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 
Hansen  Canning  Machinery  Corp.,  Cedarburg,  Wis. 
F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

SYRUPING  MACHINES. 

Ayars  Machine  Co.,  Salem,  N.  J. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 
Hansen  Cang.  Mchy.  Corp.,  Cedarburg,  Wis. 

E.  J.  Judge,  Alameda,  Calif. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

TANKS,  Metal. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 
Hansen  Canning  Machinery  Corp.,  Cedarburg,  Wl* 

F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

TANKS,  Glass  Lined,  Steel. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  111. 

F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

TANKS,  Wooden. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 
Hansen  Canning  Machinery  Corp.,  Cedarburg,  Wit 
F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

TOMATO  CANNING  MACHINERY. 

Ayars  Machine  Co.,  Salem,  N.  J. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 
Hansen  Canning  Machinery  Corp.,  Cedarburg,  Wis. 
F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

TOMATO  JUICE  MACHINERY. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 
Hansen  Canning  Machinery  Corp.,  Cedarburg,  Wit. 
F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

TOMATO  PEELING  MACHINE. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

TOMATO  SEED. 

Associated  Seed  Growers,  Inc.,  New  Haven,  Conn. 
D.  Landreth  Seed  Co.,  Bristol,  Pa. 

F.  H.  Woodruff  &  Sons,  Milford,  Conn. 

TOMATO  WASHERS. 

Ayars  Machine  Co.,  Salem,  N.  J. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corooration,  Hoopeston,  Ill. 

F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

VACUUM  PANS 

Hamilton  Copper  &  Brass  Works,  Hamiltca,  Ohio. 
F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

VEGETABLE  CUTTERS. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

VINERS  AND  HULLERS. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y 
Frank  Hamachek  Mach.  Co.,  Kewaunee,  '-'is. 
Scott  Viner  Co.,  Columbus,  Ohio. 

Sinclair-Scott  Co.,  Baltimore,  Md. 

WASHERS,  Can  and  Jar. 

Berlin-Chapman  Co.,  Berlin,  Wis. 
Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y 
Hansen  Cang.  Mchy.  Corp.,  Cedarburg,  '  is. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

WASHERS,  Fruit,  Vegetable. 

Ayars  Machine  Co.,  Salem,  N.  J. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N. 

Food  Machinery  Corporation,  Hoopeston,  11. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 
Scott-Viner  Co.,  Columbus,  Ohio. 

Sinclair-Scott  Co.,  Baltimore,  Md. 

The  United  Co..  Westminster,  Md. 
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THE  CANN  INC  TRADE 


AVARS  IMPROVED  UNIVERSAL  TOMATO  FILLER 


juice 

ADJUSTMENT 


0  For  Filing  Whole  Tomatoes 


%  Measures  each  can  full  alike  with' 
out  crushing. 


%  Measured  amount  of  juice  deliver¬ 
ed  in  empty  can. 


%  Shaker  Fruit  adjusting  plate. 


0  Compression  adjustment. 


%  Can  adjust  to  any  weight  desired. 
Prices  on  request. 


AVARS  MACHINE  COMPANY 

SALEM,  NEW  JERSEY 


PHELPS  CAN  CO 


■  MANUFACTURERS  OF  -  ^ 

^  TIN  CANS 

CAPACITY  600  MIU.I0N  CAM$  PER  YEAR 

MAIN  OFFICE  ' 


Cff 

i. 


e<dL  SPEED  Lf,  ANY 
"NATIONAL" 

fCee/pA.  the  Pcux^! 


They  Call  it 
"FORCED  DRAFT" 
in  the  Navy.. 


-but  TOQ'RS  in 

mCH  SPEED 

Ashore! 

PEAK  of  the  SEASON  to  You! 

''NATIONAL"  will  help  -  with  constant 
readiness  to  SERVE  -  with  quick  CAN 
deliveries  -  with  accurate  mechanical 
support  and  technical  advice! 

NATIONAL 

CAN  CORPORATrOIf 

SUBSIDIARY  OF  McKEESPORT  TIN  PLATE  CORPORATU'N 
EXECUTIVE  OFFICES  •  110  EAST  42nd  STREET  •  NEW  YORK  C  TY 


Sales  Oilices  and  Plants  •  New  York  City 
Baltimore  •  Maspeth,  N.  Y.  •  Chicago  •  Boston  •  Detroit  •  Hamilton,  Chio 


